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Judge Declares Fairfax Cigaret a Drug 
on Basis of Claims of Medicinal Value 


Newark, July 1—Federal Dis- 
trict Judge Thomas F. Meaney has 
ruled that cigarets can be consid- 


ered a drug if the manufacturer. 
uses advertising appeals which im-| 


ply that the product has medicinal 
value. 


His ruling authorized the Food 
and Drug Administration to seize. 


a shipment of Fairfax cigarets 
that contained a leaflet describing 
the product as effective in pre- 


venting respiratory diseases and 


many other ailments. Sterling To- 
bacco Corp., New York, markets 
the Fairfax brand. 

He acknowledged that the Fed- 
eral Trade Commission had tried 
unsuccessfully last December to 
convince the federal district court 
in New York that medical copy for 
Chesterfield cigarets exposed Lig- 
gett & Myers Tobacco Co. to regu- 
lation under drug advertising laws. 


= But, he insisted, “In a field 
where, generally speaking, com- 
petition is met by advertising and 
labeling rather than by price or 
even perhaps by substantial dif- 
ferences in quality, such conflicts 
e almost inevitable as manufac- 
turers draw near the statutory 
boundary. 

“Certainly Congress in drawing 


\this boundary had in mind that 
the public should be adequately 
_and truthfully informed as to what 
it is purchasing.” 

Attorneys familiar with the two 
eases said the distinction was 
|largely a matter of degree. While 
the Chesterfield ads were largely 
negative in tone, contending the 
product was “not harmful,” the 
| Fairfax copy said the cigarets are 
‘effective in preventing ailments. 


ws The test, according to Judge 
Meaney, was: “If the claimant’s 
labeling [the pamphlets were con- 
| sidered to be part of labeling] was 
such that it created in the mind 
of the public the idea that these 
cigarets could be used for the 
mitigation or prevention of the 
various named diseases, claimant 
cannot now be heard to say that 
it is selling only cigarets and not 
drugs. 

“Throughout the leaflet the 
claimant has tried to capture a 
share of the cigaret market by a 
subtle appeal to a natural and 
powerful desire on the part of us 
all to avoid infectious diseases. 

“If the claimant wishes to reap 
the benefit of such claims, let it 
bear the responsibility, as Con- 
gress has seen fit to impose it.” 


TV Nets Harvest 
Bumper Crop of 
Fall Sponsors 


New York, July 3—It looks like 
a bumper crop of sponsors for the 
television networks this fall. 

Both CBS Television and Na- 
tional Broadcasting Co., which are 
staging a hot race for No. I posi- 
tion in TV billings these days, are 
nearing the sell-out point on choice 
evening time. At this stage CBS 
seems to be slightly ahead in lin- 
ing up nighttime advertisers. 

Coincidentally, American Broad- 
casting Co., which has been busy 
strengthening its program struc- 
ture with top name talent since the 
merger with United Paramount 
Theaters, is off to a fast start at 
selling new packages. 

CBS is booked solid Monday 
through Sunday from 7:30 to 11 
p.m. for autumn—except for Tues- 
day from 7:45 to 8 p.m. and from 
8:30 to 9 p.m. (New York time). 


Big Soap Firms 
Co-op Ad Plans 
Found Lawful 


WASHINGTON, July 1—A Federal 
Trade Commission hearing exam- 
iner ruled today that cooperative 
advertising agreements used by 
three leading soap manufacturers 
meet the demands of the Robin- 
son-Patman Act. 

In endorsing the co-op arrange- 
ments which are used throughout 
the soap industry, Examiner Earl 
J. Kolb said the benefits were of- 
fered to all, and the terms were 
such that all could participate. 

Unless appealed by the commis- 
sion staff, his ruling becomes final 
in 20 days, winding up a broad 
attack on soap merchandising pol- 
icies opened by the commission 
three years ago. 


Seagram Seabreeze ‘hr a 
e companies involved in to- 
Baffles N. . = Barmen day’s ruling are Lever Bros. Co., 


|New York; Procter & Gamble Co. 
(It's Gin & Tonic) ‘and Procter & Gamble Distributing 
By John Crichton 


Co., Cincinnati, and Colgate-Palm- 
New York, July 1-—If you want 


olive-Peet Co., Jersey City. 
a Seabreeze bathing suit, you can 
probably get one from a sea 
nymph. If you’re interested in the 
Seabreeze color any fashion editor 


5 
**, 
hoy 
..the picture stays clear and steady ! 


ae 


< 


- Sentinel [/ | 


4) Rate ane tee 


CLEAR—This first ad in Sentinel Radio 

Corp.'s campaign for its 1954 line of TV 

and radio sets will appear in the Aug. 3 

Newsweek. Henry M. Hempstead Co. is 
the agency. (Story on Page 49.) 


# Sunday night this network will 
be filled mainly by advertisers al- 
ready in the lineup, though there 
will be some program and time 
(Continued on Page 52) 


® The co-op deals attacked by FTC 
included two types of contract: a 
cooperative advertising agreement, 
involving allowances of 10¢ to 50¢ 


First of a Series on the FTC... 


The Federal Trade Commission: 
Its Small Size Belies Its Influence 


In 38 Years It Has Issued 5,000 Complaints; 
Staff Numbers 654 and Budget Is $4,000,000 


By Stanley E. Cohen 
WASHINGTON, July 1—As government agencies go, the Federal Trade 
Commission is a pigmy. Its staff—including stenographers and file 
clerks—totals only 654 persons, and its $4,000,000 budget would be 


little more than petty cash for the larger government departments and | 


bureaus. 


In this, and other articles to follow, ApvERTISING AGE will indicate operates by persuasion, in the hope 
that FTC’s size is no measure of its importance. In the 38 years it has of achieving compliance without 


patrolled the business world, the commission has exerted an influence 


which dwarfs its numbers. 


As the champion of “truthful advertising,” FTC has been alert to | 
pick off “the erring few”; while, as the crusader against unfair trade | 


practices it has pressed for far-reaching modifications in the promotion 
allowances and discounts available to big distributors of consumer 


goods. 


In 38 years it has issued over 5,000 formal complaints involving | 


many of the best known companies in the consumer goods industries. 


A very large percentage of these 
complaints culminated in cease 
and desist orders, and most of 
these orders were subsequently 
supported when challenged in the 
courts. 


® FTC cases are often technical 
and seemingly of endless dura- 
tion. But the files show FTC has 
been able to curb excessive puf- 
fery for vitamins, pain killers and 
many other products; it has forced 
revision of promotion benefits in 
such fields as cosmetics and wrist 
watches; it has attacked discrim- 


inatory discount schedules for 


products like tires, spark plugs 
and baked goods; and it has 
stunned—perhaps killed—the bas- 


|ing point price system which re- 
| sulted in identical delivered prices 
|for steel, cement and other heavy 
commodities, regardless of dis- 
tance from shipping points. 

FTC investigations have sparked | 
congressional action on many is-| 
sues—among them the regulation 
|of stock exchanges and public 
utility holding companies. FTC’s 
reports on the growth of chain 
stores paved the way for a pack 
of regulatory legislation, including 
the Robinson-Patman price dis- 
crimination law. 

FTC levies neither fines nor 
jail sentences, for it was visual- 
ized as a “business man’s court,” 


,to help business understand the 


will go twittering off to show you 
just what it looks like. If you 
want to know about Seabreeze, 
ask anyone except a bartender. 
The highpowered promotion 
which Distillers Corp.-Seagram’s 
Ltd. threw against the gin and 
tonic last year paid great divi- 
dends, both to Ancient Bottle gin 
and to the grateful tonic makers. | week, 
This year, Seagram went thetrade| Jn attacking the cooperative ad- 
one better—it called a gin and) vertising agreement, FTC attor- 
tonic made with Ancient Bottle a| neys contended that small cem- 
“Seabreeze.” 'panies are unable to obtain the 
high allowance rates, which go to 
'@ This isn’t exactly a new tactic| those who provide newspaper ad- 
for the giant distiller. A few years | vertising space. 
-ago it produced a gin-based Old) 
Fashioned, called a “Golden # But Mr. Kolb determined that 
Spike.” The copy was spectacular, customers could obtain the maxi- 
featuring color reproductions of | mum benefit as a result of their 
the scene outside Ogden, Utah,| own advertising, or as members of 
when the Union Pacific and the associations, cooperatives or af- 
Southern Pacific finally joined filiated groups. In addition, he 
(Continued on Page 49) pointed out, the soap companies 
placed no restrictions on the news- 
| papers which were used, except 
that they must cover the area 
| (Continued on Page 8) 


per case, for firms which agree to 
render sales promotion and adver- 
tising service by conducting nine 
feature sales annually, and a dis- 
play feature advertising agree- 
ment, with a 6¢ per case allow- 
ance, for customers who provide a 
prominent mass store display, to- 
gether with a feature sale for one 


federal laws which had _ been 
enacted to protect the system of 
free, competitive enterprise. Its 
job is to interpret complicated 
economic laws with the view of 
achieving compliance at a mini- 
mum of pain to those who are 
making an honest mistake. 

In many types of cases, partic- 
ularly those involving question- 
able advertising, the commission 


(Continued on Page 42) 


Last Minute News Flashes 


Cudahy Switches Account from Grant to Y&R | 


Omana, July 3—Effective Aug. 3, Young & Rubicam, Chicago, will) McCann‘s Erikson 

handle all advertising—including Canadian and foreign—for Cudahy | , a" 

Packing Co. Grant Advertising, Chicago, has been the agency since the| fo Direct ‘Voice 

early ’40s. John Breathed, v.p. in charge of sales and advertising for | 

Old Dutch cleanser and Delrich margarine, told AA the advertising de- Overseas Program 

partment will move its offices back to Chicago about Sept. 1. WASHINGTON, July 1—Leonard 
|F. Erikson, v.p. and director of 
|/McCann-Erickson, New York, has 


Gardner Leaves Babbitt to Join Y&R as A. E. 

New York, July 3—John L. Gardner has resigned as director of |), om aancinted directes of te 
advertising and merchandising of B. T. Babbitt Inc., to join Young &| 70, Of america overseas broad- 
Rubicam as an account executive. His successor at Babbitt has not | casting program. 
been named. Before joining Babbitt in January, 1952, Mr. Gardner was! He succeeds Alfred H. Morton, 

who remains as an adviser to in- 


advertising manager of Omar Inc., Omaha bakery chain, and before that | 
was midwestern advertising manager of National Dairy Products Corp., | ternational information director 
Chicago. Robert L. Johnson. 


, | Mr. Erikson’s appointment is ef- 
Family Circle Inc. Takes Over ‘Park East fective July 27. 


New York, July 3—Park East, which suspended with the May issue; ajfreq J, Scalpone, v.p. and co- 
because of increased costs and insufficient advertising support (AA, ordinator of radio and TV for Mc- 
May 4), has been taken over by Family Circle Inc., publisher of the Cann-Erickson, will take over the 
store-distributed magazine. Park East will be revived with the Octo- | quties of the manager of the agen- 


ber issue. /cy’s radio-TV department in New 
York. 


(Additional News Flashes on Page 53) 
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Cosmetic Rule 
on Push Money’ — 
Relaxed by FTC 


| 
Reference to Consumers _ 
Omitted in New Version | 
of Toilet Goods Code | 

| 


WASHINGTON, July 1—The Fed-| 
eral Trade Commission has backed | 
away from its contention that. 
manufacturers must not 
“push money” to clerks without. 
disclosing this fact to the consum-. 
ing public. 

The commission’s curb on “push | 
money” was written into a trade 
practice code for the cosmetic and. 
toilet preparations industry about | 
18 months ago on the grounds that | 
the consumer is entitled to know 
that the clerk may have a special 
reason for recommending a partic- 
ular brand. Today, however, on 
the motion of its own bureau of 
industry cooperation, the commis- 
sion adopted a new standard rule 
on “push money” which is entire- 
ly silent about consumers’ rights. 


® The cosmetic industry rule 
emerged from a ponderous pro- 
ceeding which involved a _ far- 
reaching compromise on FTC's 
“tough” attitude toward “push 
money” and demonstrators. 

In its original cosmetic rules, 
FTC declared it is unfair for an 
industry member to pay “push 
money” to promote his product 
over competing products ‘“‘with the 
capacity and tendency or effect of 
thereby causing the purchasing or 
consuming public, when making 
purchases of such products, to be 
misled or deceived into the erron- 
eous belief that such clerk or sales 
person is free from any such spec- 
ial interest or influence, or is not 
so subsidized or paid by such 
member.” 


® The rule also declared that 
“push money” must not be granted 
under such circumstances, that it 
unduly hampers competitors from 
(Continued on Page 6) 


Newspapers Carried 
244,446,405 Lines 
for New May Peak 


New York, June 30—Newspaper 
advertising linage in the 52 cities 
covered by Media Records hit 
new-record levels in May. The 
total of 244,446,405 was the second 
largest in history, and classified, 
with 62,384,979 lines, chalked up 
a new high. 

Total advertising, second only to 
October, 1952, when 245,003,540 
lines were bought, gained nearly 
19,000,000 lines over May, 1952, 
when the total was 225,606,132. 
The gain over last year was 8.4%. 

Classified, up 10.1% from 56,- 
669,658, was second, percentage- 
wise, to the 29% increase racked 
up in automotive. Last month the 
automotive total was 13,493,399 
lines, as against 10,457,269 lines for 
May a year ago. 


e General advertising gained 
8.2%, going from 33,443,723 lines 
in May, 1952, to 36,190,989 lines 
this year. Total display was up 
7.8%—182,061,426 lines as com- 
pared with 168,936,474 lines. 

Retail advertising ran to 129,- 
827,921 lines this past May as com- 
pared with 122,351,667 a year ago, 
an increase of 6.1%. Department 
stores accounted for 49,974,567 
lines last month, a boost of 9.2% | 
over the 45,772,316 lines that ap-| 
peared in May, 1952. 

Financial was the only cate-) 
gory to show a loss, dropping 5% 
—down 134,698 lines from last 
year’s 2,683,815. 
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LUCKIES TASTE BETTER 


Cleaner, Fresher, Smocther! 
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THEME—This is the type of copy American 

Tobacco plans to use in programs for con- 

certs in 21 cities, through Batten, Barton, 

Durstine & Osborn and National Theater 
& Concert Magazines. 


Lucky Strike Copy 
Runs This Summer 


in Music Programs 


New York, July 2—It actually 
isn’t a case of be happy, go Lud- 
wig, but Lucky Strike (longtime 
sponsor of the top pop list) has 
gone longhair with a vengeance. 

Anyhow, it is buying program 
advertising for 21 cities where 
serious music is played this sum- 
mer. 

And the copy, unlike the merry 
notes of the jingle, employs themes 
from well-worn classics. 

Actually, this is a reprise for 
American Tobacco Co.; last year 
it tried the medium, using Bee- 
thoven, Brahms and Cesar Franck. 
This year, the trio is Tschaikow- 
sky, Dvorak and Moussorgsky. The 
cost for the 21 programs is about 
$15,000. 

The agency is BBDO, which does 
not stand for Bach, Beethoven, 
Debussy and Offenbach. 


Oravetz Gets Chirurg Award 
James E. Oravetz, an account 
executive for Ketchum, MacLeod 
& Grove in Pittsburgh, has been 
named the first James Thomas 
Chirurg advertising fellow at the 
Harvard Graduate School of Busi- 
ness Administration. The fellow- 


Honolulu Radio 
and TV Stations 
Name NBC Sales 


_ New Yorx, July 2—NBC Spot 
‘Sales is picking up speed in its 
drive for new stations to represent. 
_ For months, Spot Sales Director 
Thomas B. McFadden has been 


/supervising the campaign to aug-| 


‘ment the station list with major 
market outlets. 

| Most recent addition to the rep- 
_resentative’s list are KONA (TV) 
and KGU, Honolulu, which were 
signed last week. KONA formerly 
/was handled by Forjoe & Co. and 
|'KGU by the Katz Agency. Both 
stations have plans for an Hawai- 
ian network operation to be repre- 
sented by NBC Spot Sales, Mr. 
McFadden said. 


s This appointment followed close 
on the heels of the announcement 
that NBC Spot Sales will represent 
KSD and KSD-TV, St. Louis, ef- 
fective Oct. 1. Formerly repre- 
sented by Free & Peters, this sin- 
gle station video market is quite 
a catch. 

These acquisitions give Spot 
Sales a total of 11 TV and seven 
AM stations. Ten of these are 
NBC’s owned-and-operated out- 
lets. 

Mr. McFadden is aiming at 
bringing the U. S. television and 
radio lists up to 15 each, and hopes 
to line up stations in the top 25 
markets. 


® He figures that these moves al- 
ready are paying off for the sta- 
tions. Spot business for the non- 
network-owned TV stations repre- 
sented—WPTZ,. Philadelphia; 
WBZ-TV, Boston; WRGB, Sche- 
nectady, and KPTV, Portland, Ore. 
—is running nearly 50% ahead of 
1952. NBC’s five owned stations— 
WNBT, New York; WNBQ, Chica- 
go; KNBH, Hollywood; WNBK, 
Cleveland, and WNBW, Washing- 
ton, are about 26% above the 1952 
spot level. Their rise was less spec- 
tacular, because 1952 was a better 
year for these stations than the 
non-network outlets represented. 
National spot sales for the radio 
stations represented show a 25% 
increase over 1952, according to 


ship is named for the Boston ad-| Mr. McFadden. The radio list cur- 


man whose agency has provided rently 
financial assistance annually to a|New York; 


includes NBC’s 
WMAQ, 


WNEC, 
Chicago; 


young man entering Harvard. Mr.) wTAM, Cleveland; WRC, Wash- 


Oravetz was selected by the fi- 
nancial aid board of Harvard with | 
the assistance of the Advertising | 
‘lub of Boston. He was chosen on | 
the basis of “business experience | 
and potential leadership qualities.” | 


‘Audio Engineering’ Rates Up | 

Audio Engineering will boost. 
page rates 15% starting with the) 
July issue. The increase, which | 
brings the page rate to $375 for | 
single insertions, is the first since 


ington, and KNBC, San Francisco. 


| 
| 


AT NIAA CONFERENCE—Robert G. Hill, 

trial Advertisers Assn., receives McGraw-Hill award for chapter attendance from 

Nelson Bond, v.p. of McGraw-Hill Publishing Co. Watching is Mrs. Lee Worthington, 

ad manager, Tranter Mfg. Inc., awards chairman, and first woman to be elected 
member of NIAA board. 


Mrs. Lee Worthington 


Worthington, director of advertis- 
ing and secretary of Tranter Mfg. 
Inc., Lansing, Mich., first woman 
ever to be elected a member of 
the board of National Industrial 
Advertisers Assn., began her busi- 
ness career at 16 as a stenographer. 
Today she is a member of her 
company’s board. 

“Going back a few years longer 
than I’d care to,” she is quoted as 
saying in the convention daily is- 
sued at the NIAA convention by 
McGraw-Hill Publishing Co., “I 
went to work with an insurance 
agency. About two or three weeks 
later, I started with Webber Ad- 
vertising Associates in Grand Rap- 
ids.” 

From Webber, she went to the 
Jaqua Advertising Agency in 
Grand Rapids. Eight years later 
Mrs. Worthington moved to Lans- 
ing. About a year and a half later 
she joined Tranter. The company 
manufactures industrial and com- 
mercial refrigeration equipment 
and industrial process heating 
products. Annual sales approxi- 
mate $10,000,000. The company’s 
advertising budget is about a quar- 
ter of a million. 


# Mrs. Worthington is a mother 
and a housekeeper and loves to 
cook both indoors and out. Her 14- 
year-old daughter, Carol, is a high 
school student. 


Martin-Senour President Says PR Is 
Important Factor in Doubling Sales 


Cuicaco, June 30—Public rela- 


frees played an important part in 


1950 and the result of a 28% | doubling annual sales in six years, 
increase in circulation, the publi- ,Martin-Senour Paint Co. salesmen 
cation said. wi been told. 


JAMES M. BARNES, formerly with Farrand 
Associates Inc. and D. W. Hacker Adver- 
tising Co., both of Detroit, has been ap- 
pointed to head a new dealer account de- 
partment with Campbell-Ewald, Detroit. Mr. 
Barnes will work with Chevrolet dealers 


and dealer groups throughout the U. §. | tor” in the 100% increase in busi- | 


William M. Stuart, president of 
the firm, pointed out that publi- 
city can precondition an enormous 
market in favor of a product, thus 
laying the ground for a merchan- 
dising program to bring in the 
sales. 

Outlining the scope of the com- 
pany’s public relations program, 
he said that activities of Martin- 
Senour’s p.r. agency (Harshe-Rot- 
man), its ad agency (MacFarland, 


Aveyard & Co.) and its own sales) 


promotion staff must be “com- 
pletely integrated.” 
The company launched its pub- 


ness since 1946. 


2 A good public relations pro- 
gram, according to Mr. Stuart, 
brings specific contributions. 
“Like institutional advertising, 
publicity and other phases of pub- 
lic relations make the company’s 


|lions,” he asserted. “It adds to 
company prestige. It helps a 
salesman to represent a_ well- 
known company and publicizing 
|every sales personnel appointment 
_in the community covered by the 
‘salesman gives him _ individual 
prestige. 

“Publicity stimulates interest in 
products and develops inquiries 
|which are converted into retail 
sales and into new distributor and 


| 


licity program several years ago dealer outlets.” 


when it introduced a line of paint) 


'for custom color mixing by deal- 
/ers. Since then, Mr. Stuart said, 


Mr. Stuart cited the case of a 
‘California salesman who received 
a publicity report from Harshe- 


public relations has been “an in-| Rotman showing that a Chico, 


name and products known to mil- | 


president-elect, Northern California Indus- 


Is First Woman 


Ever Elected a Board Member of NIAA 


PITTSBURGH, June 30—Mrs. Lee | 


Most of Tranter’s advertising 
/goes into business papers and di- 
rect mail. Its agency is Jaqua, and 
the account is handled by Mrs. 
Worthington’s former boss. 

“My heart’s with the guy who 
has to go out and pound the pave- 
ments,” she told a convention re- 
porter, which explains why she is 
a frequent hostess at her home. 

“We have an ample kitchen and 
a grill in the backyard,” she said. 
“The sales force (400 jobbers and 
50 manufacturers’ agents) use my 
| place as headquarters. I even have 
quite a few space salesmen out 
| there.” 

Mrs. Worthington served this 
year as chairman of the McGra» 
Hill awards. She has been a mem- 
ber of NIAA since the late 1930s, 
and is also active in Direct Mail 
Advertisers Assn., Round-Table of 
Southern Michigan, Advertising 
Federation of America and the De- 
troit Women’s Advertising Club. 
She is president of the Republican 
Business Women of Lansing. 


Marketing and Ad 
Bibliography Sent 
to ARF Members 


NEw York, June 30—Advertis- 
ing Research Foundation has dis- 
tributed to subscribers “A Short 
Bibliography of Marketing and 
Advertising Research,” to supple- 
ment its “Criteria for Marketing 
and Advertising Research,” issued 
in April. More than 4,000 copies 
of the criteria staternent have been 
distributed since its first printing. 

Books, articles and pamphlets 
in the new bibliography are 
grouped according to the following 
classifications: sarmupling; ques- 
tionnaire construction; interview- 
ing; editing; coding and tabulat- 
ing; preparation of report; general, 
and _ bibliographies. 
| In the introduction, ARF points 
out that it recognizes that the bib- 
liography is not complete, but the 
material included is believed to 
| be most relevant to the subject, 
|appraising marketing and adver- 
'tising research, and the most likely 
to be accessible to practitioners 
,and students of advertising and 
| marketing. 


Powell Names Ralph H. Jones 


William Powell Co., Cincinnati 
manufacturer of industrial valves, 
has appointed Ralph H. Jones Co., 
Cincinnati, to direct its advertising. 
Previously, Associated Advertising 
Agency, Cincinnati, had the ac- 
count. 


Beccari Joins Mahoney 
John Beccari, formerly with 


tegral tool in every merchandising | Cal., radio station had discussed Young & Rubicam, has joined Da- 
offensive” and “an important fac-| Martin-Senour paints on 11 pro- yiq J. Mahoney Inc., New York, as 
director of marketing and research. 


(Continued on Page 55) 
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Cigarets Smoked in New York Area 


By Major Brands: November, 1950—May, 1953 
Figures expressed as a per cent of all adult interviews 


MEN—— ra Onn a 
May Nov. May Nov. May Nov. May Nov. 
1953 1952 1952 1950 1953 1952 1952 1950 


Chesterfield . 21.3% 21.0% 24.0% 23.3% 16.2% 19.9% 15.1% 19.8% 
Camel ...... 11306104 «613.4 149 9 4.7 4.7 

Pall Mall .... 8.6 9.5 8.2 6.5 12.5 8.8 6.7 
Lucky Strike 8.5 10.8 7.0 9.5 3.7 3.7 3.6 3.7 
Philip Morris. 7.8 6.6 6.6 6.4 6.8 4.6 5.9 5.9 


Old Gold ..... 2.4 2.7 3.4 2.8 1.4 1.3 2.0 13 | 
Raleigh ..... 2.0 1.5 1.8 1.2 1.6 1.8 2.6 14 | 
Parliament .. 1.9 1.3 0.5 0.4 1.2 1.4 1.0 0.8 | 
Herbert Tarey- 

rere 1.3 1.5 1.4 1.0 2.1 1.9 2.1 2.6 
ee 0.6 1.0 1.2 0.6 1.2 0.7 1.4 0.8 
Viceroy ..... 0.6 1.0 0.4 (a) 1.1 1.0 1.0 (a) 
Marlboro ..... 0.4 0.4 0.2 0.7 0.7 0.9 0.7 0.8 
Dunhill ...... 0.4 0.4 (a) (a) 0.8 0.4 (a) (a) 
ae 0.3 0.4 0.1 (b) 0.4 0.2 0.1 (b) 
Fatima ....... @2 0.4 0.7 0.4 0.5 0.2 0.4 0.3 
Regents ..... —_ 0.1 0.7 (a) 0.6 0.1 0.6 (a) 


Misc. Brands. 0.7 1.0 1.3 1.6 0.9 0.7 0.9 1.3 
Per cent who 


smoke (1) . 68.5% 70.0% 70.2% 69.3% 55.2% 56.2% 50.7% 51.1% 


(a) Less than 0.1% found in sample; figures included in miscellaneous brands. 
(b) Not available in the New York market. 
(1) Brand data may not add up to percentages shown here because of rounding. 


Chesterfield Still Leads in N. Y. 
But Philip Morris Makes Big Gains 


NEw York, July 3—Chesterfield! which introduced its king-size 
is still the favorite cigaret of} brand four months before the 
smokers in this area, but Philip’ study, “jumped to the highest lev- 
Morris has made noteworthy gains el since these surveys began two 
since its introduction in king-size| and one-half years ago. In fact, 
in January. \the jump from 46% to 68% 

These were the most noteworthy among women smokers moved 
findings in a cigaret survey con- Philip Morris into third place 
ducted in May for WOR, New ahead of Camel. This gain appears 
York, by Pulse Inc. The study cov- to have been made at Chester- 
ered 1,500 radio families in 12 field’s expense (down from 19.8% 
16.2%), although the latter 
counties. brand remained in first place 

All members of the family 18 among both men and women 
years and over, who were at home! smokers.” 
the evening the interviewer called, 
were asked: 

1. Have you smoked cigarets 
during the past week? 

2. (If “yes’”) “What brand did 
you smoke Jast?” 


# Other developments noted: 

“Among men smokers, Lucky 
Strike dropped back to fourth 
place—it ranked fourth a year ago 
| but moved up to the No. 2 spot in 
November, 1952. Camel moved 
s People who had not smoked from third to second position and 
during the preceding week were Pall Mall moved from fourth to 
classified as “non-smokers.” The third place. Parliament continued 
survey indicated that 68.5% of the to pick up strength and now ranks 
men and 55.2% of the women had eighth. It was 12th in May, 1952. 
smoked during the preceding sev-| ‘Pall Mall, which had registered 
en days. This was a slight decline consistent gains from November, 
from the November, 1952, figures.| 1950, to November, 1952, declined 

The WOR research department slightly in the past six months 
pointed out that Philip Morris,| among both groups.” 


Storer Sells Fairmont, W. Va., Station: 
Owns AM and TV Stations in 5 Big Cities 


New York, July 3—Storer| 
Broadcasting Co. this week moved 
to bring its radio-TV station own- 
ership list within the limits set 
by the Federal Communications 
Commission. 

Storer’s radio group was cut 
back to the specified seven by the 
sale of WMMN, Fairmont, W. Va., 
for about $340,000, to Peoples 
Broadcasting Corp., which owns 
WRFD in Worthington, O., WOL 
in Washington and WTTM, Tren- 
ton. This sale followed Storer’s ac- 
quisition of KABC, San Antonio, 
from Alamo Broadcasting Co. for 
approximately $700,000. Both 
transactions are subject to FCC 
approval. 


# The purchase of KABC in San 
Antonio, where Storer owns and 
operates KEYL (TV), gives the 
company dual AM-TV properties 
in five large cities. Storer has ra- 
dio and video stations in Atlanta, 
Detroit, Toledo and Birmingham. 
In Birmingham, Storer’s purchase 
of WRBC (AM, TV) was approved 
subject to the sale of WSAI, Cin- 
cinnati. Sale of the latter has been 
announced but not yet approved 
by the commission. 


The company’s other two sta- 
tion’s are WWVA, Wheeling, and 
WGBS, Miami. Both are radio out- 
lets. 


THREE-D TV—Junior watchers of “Super- 

Circus” (ABC-TV) can now don 3-D ver- 

sions of their favorite animals in this Sun- 

kist summer promotion. Price: $1 and tops 

from two cans of Sunkist lemonade or or- 
angeade. 
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FOR THE YOUNGER SET—This is one of the Sunday supplement color ads that 


| California Prune Advisory Board will aim at younger people late this summer. 


GE Hikes Budgets 
25% for Fall Drive 
on Radio, TV Sets 


SyRACUSE, June 30—General 
Electric Co. will increase its radio- 
TV advertising and wales promo- 
tion budget 25% over last year’s 
figure with a campaign in the sec- 
ond half of 1953. 

Television ads will be carried in 
Collier’s, Coronet, Life, Look, Na- 
tional Geographic Magazine and 
The Saturday Evening Post, with 
heaviest concentrations to begin 
in September. E. F. Peterson, radio 
and television marketing manager, 
added that an “advertising drive 
of equal weight and scope” will be 
used to promote radios, portables 
and clock radios. The radio peak 
will come in December. 

Business papers scheduled in- 
clude Electrical Merchandising, 
Jewelers’ Circular-Keystone, Ra- 
dio & Television News, Retailing 
Daily, Television Retailing and 
Television Weekly. 


@ Radio and TV set advertising 
will appear in 190 newspapers in 
164 markets. The TV copy will 
suggest that GE sets be compared 


clock drive will center on a 
“World’s Most Useful Radio” mes- 
sage. 

Mr. Peterson said that more out- 
door boards, car cards, store dis- 
plays and direct mail also will be 
used in the campaign. 

In areas where new television 
stations will take to the air, local 
schedules of newspaper ads, radio 
spots and window displays will 
break two weeks before first tele- 
casts. 

The sales training program has 
been revamped and a new 10- 
minute color film aimed at re- 
tailers is in production. 


TV network program in the fall 
described by Mr. Peterson as “by 
far the biggest and most ambitious 
advertising step ever taken by the 
radio and television department.” 
Beyond this, he kept the details of 


fj \the broadcast under wraps. 


| Maxon Inc., New York, is agen- 
cy for the electronics division. 


Scott Paper Promotes Two 


Francis W. Plowman, v.p. of 
Scott Paper Co., Chester, Pa., has 
been promoted to assistant to the 
president, and D. A. Prouty, form- 
erly national retail sales manager, 
has been named assistant v.p. in 
charge of public relations. These 
promotions are part of a compre- 
hensive program to boost Scott 
sales to an annual $300,000,000 


year sales hit a record $129,168,- 
565. 


Hetfield Joins Hicks & Greist 


Alvin J. Hetfield, formerly ac- 
count executive and member of the 
planning board of N. W. Ayer & 
Son, has joined Hicks & Greist, 
New York, as director of market- 
ing and research. Mr. Hetfield will 
serve as marketing consultant to 
‘all H&G accounts. 


with competitive models. The radio | 


GE also will sponsor an AM-) 


Prune Board 
Sets Larger 
Fall Campaign 


| San Francisco, June 30—Al- 
,/most half a million dollars has 
been authorized for expenditure 
| by the California Prune Advisory 
|Board for advertising and trade 
| promotion during the 1953-54 sea- 
son. The trade group has approved 
a budget of $419,000, based on es- 
timated funds from the 1953-54 
assessment and a $44,000 carryover 
from the 1952-53 season just end- 
ing. 

The board voted unanimously 
to assess prune processors $1.50 
per ton and prune producers at the 
same rate, to make the equivalent 


mainly for advertising and mer- 
chandising activities, as well as 
export development, grower edu- 
cation and administrative ex- 
penses, it was announced by R. A. 


The new campaign will break 
in the late summer, just before the 
fall shipments of crop fruit from 
California, and _ will continue 
through the heavy winter and 
spring buying season of 1954. 


a Theme of the campaign, based on 
industry consumer research and a 
psychological consumer study by 
Dr. Ernest Dichter, will be the 
healthfulness of the fruit and its 
tastfulness. A principal target will 
be the junior citizens, through use 
of gay four-color ads to stimulate 
consistent purchase of prunes. Ad- 
vertising will also stress ease of 
preparation and the variety of uses 
for prunes. 
Consumer advertising, which 
encompassed six metropolitan 
areas last year, will include two 
more in the new season. New 
| York, Chicago, Detroit, San Fran- 
cisco, Los Angeles, and Philadel- 
phia were covered during the 
1952-53 season. Announcement of 
|the two new areas will be made 
| later. 
| The program will include four- 


| 
} 


color ads in Sunday newspaper | 


supplements, four-color one-sheet 
|posters in subways, strong local 
television shows, a morning radio 
newscast in San Francisco, re- 


of $3 per ton. The budget provides | 


McArthur, chairman of the board. | 


Not Twins Now... 


. GF Setting Up 


4 
; i 


Over-all Giant 
Sales Division 


It Will Also Have Two 
| Smaller Sales Units for 
_ Coffee and Frozen Foods 


| New York, June 30—General 
Foods Corp., which had net sales 
/of $701,000,000 in the fiscal year 
_which ended this March (see story 
_on Page 54) and spent a measured 
| $28,331,884 in advertising in 1952, 
is putting the final touches on a 
colossal sales reorganization pro- 
| gram. 
| Instead of a giant twin sales 
force plus smaller _ specialized 
units, the corporation has appar- 
ently settled on a big sales divi- 
sion and specialized forces for two 
of its most competitive lines— 
frozen foods and coffee. 

The reorganization was accom- 
panied by a considerable shuffling 
of personnel within its divisions. 


a The new GF sales setup breaks 
down into three major units or 
divisions: GF sales division, which 
markets most GF products; Birds 
Eye division, which handles fro- 
zen foods exclusively, and Max- 


well House sales department, 
which will sell GF coffees of all 
types. 


Herbert M. Cleaves has been 
named general manager of the 
sales division. He succeeds Paul E. 
| McGowan, who has been ap- 
pointed national sales manager for 
Maxwell House coffee. Mr. Cleaves 
was formerly marketing manager 
of the former Associated Products 
division, and has been with GF 
since 1936. 


® Other changes in the sales di- 
vision include: 

J. H. Gotthart, formerly New 
Orleans district manager, becomes 
district manager in Atlanta. C. C. 
Childress, former southeastern re- 
gion planning manager, becomes 
district manager in Dallas. F. F. 


(Continued on Page 54) 


B. C. Forest Industry 
to Launch $500,000 


Promotion in 1954 


VANCOUVER, B. C., June 30—A 
$500,000 promotion will be 
launched in 1954 by the British 
Columbia forest industry to pro- 
mote sales of plywood and shingles 
throughout Canada. 

The various manufacturers of 
Western Woods will sponsor the 
design and construction of 10 con- 
temporary “trend houses” in Vic- 
toria, Edmonton, Calgary, Regina, 
Winnipeg, London, Toronto, Mont- 
real, Halifax and Vancouver. They 
will be built during this year and 
opened up starting in March of 
| 1954. 


gional and national grocery trade) 


| paper advertising, and ads in na- 
tionally distributed journals in the 
hotel, restaurant, hospital, and die- 
tetic fields. 

The agency on the account is 
Botsford, Constantine & Gardner. 


volume by 1958, officials said. Last | 


Two Appoint Fairfax, 

Agency Adds Socolov 
Shoreham Hotel Corp., Wash- 

ington, and Toffenetti restaurants, 

New York, have appointed Fairfax 


Inc., New York, to handle their 
Berger 


advertising. Alfred Paul 
Co. was formerly on both accounts. 

Ernest Socolov, formerly with 
the promotion department of Es- 
quire, has joined the agency as as- 
| sistant art director. 


® Joint sponsors of the program 
are the B. C. Lumber Manufac- 
turers Assn.; the Plywood Manu- 
facturers Assn. of B. C., and the 
|Consolidated Red Cedar Shingle 
Assn. of B. C. 

In addition to an intensive news- 
paper and radio drive for the 
'“trend houses” in each city, four- 
color full-page ads will run in 
Canadian Homes & Gardens, Ca- 
nadian Home Journal, Chatelaine, 
Home Building in Canada, Mac- 
lean’s Magazine, Reader’s Digest, 
Time, Weekend Picture Magazine 
and Western Homes & Living. 

James Lovick & Co. is handling 
‘the campaign. 
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Republic Steel's Fall 
Drive Will Push Its 
Steel Kitchens Lines 


the runway and will take off this 
fall. 

Republic Steel Corp. will bid to 
make its product a household word 
in the $250,000,000-a-year steel 
kitchen market. 

The campaign is revved up for 
television, radio, sales promotion 


displays, national and local adver-. 


sonal-contact guidance in setting | coupons 


accompanying national 


up the Republic Steel Kitchen | advertising. 


“Kitchen Center.” 


s Dealers and distributors have 


made use of cooperative announce- 

Canton, O., June 30—A cam- ment 
paign to put Republic Steel Kitch-| 
ens at the top of the market is on. 


advertisements, featuring 
sinks, kitchen planning, the Re- 
public Steel Starter Kitchen and 
complete kitchen setups. 

The national magazine program 
is designed to reach all consumer 
levels. In the broadside of pro- 
motional materials are displays, 
wall charts, illuminated window 
signs, streamers and booklets. 

One of the booklets, “101 Ways 
to Make ‘Awkward’ Kitchens Be- 


tising in newspapers, trade pub- have,” is being prepared by the 
lications, magazines and posters. | agency in collaboration with Dr. 
Ever since announcing its entry Elaine K. Weaver, home econom- 


In production is a color movie, 


“Young Mother Hubbard,” a story 
of kitchen modernization to be. 


shown this fall before Parent- 
Teacher associations, women’s and 
service clubs. 

The program is under the direc- 
tion of E. E. Bang, advertising 
manager for Republic Steel’s Ber- 
ger Mfg. division. 


Buys Burlington Brewing 


Old Rose Distributing Co., Chi- 
cago, has bought Burlington Brew- 
ing Co., Burlington, Wis., maker 
of Van Merritt beer, for a sum “in 
excess of $300,000.” Ed Deuss Ad- 
vertising, Chicago, is the Old Rose 
agency and will handle Van Mer- 
ritt. Burlington has placed its ad- 


into the “store-to-store” activity ics professor at Ohio State Uni- vertising direct. 
this spring, Republic has been|versity in Columbus. The book- 
building up a network of sales out- let illustrates difficult mod-| Meredith Promotes McQuillan 
lets. ernization problems and how Francis McQuillan, since 1951 a 

As each new sales outlet opened, they were overcome by use of research pin nr for Meredith 
it was provided by Meldrum & Republic Steel Kitchens. Copies Publishing Co., Des Moines, Ia., 
Fewsmith, Republic’s agency, with will be available soon at Republic} has been promoted to assistant di- 
sales promotion material and per- Steel Kitchen Centers and through| rector of research. 


1,310,000 


IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 
REGISTER 


68.4% Coverage of a Statewide market... 
(all lowa people 15 years of age and older) 


. . . as reported by the Advertising Research Foundation in its first 
statewide audience study of 14 Sunday newspapers circulating in Iowa. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundations, Inc., 11 West 42nd St., New 
York 36, New York. 


...an “A” Schedule Newspaper in an ‘‘A-1"’ Market 


THE DES MOINES SUNDAY REGISTER 


Advertising Age, July 6, 1953 


The Federal Trade Commission story—what it is, how it was formed, 
what it does, who runs it—starts this week in AA. The first article 
in this comprehensive six-part study of the FTC starts on... Page 1 


Seabreeze is Seagram’s pet gin promotion, but New York bartenders 
can’t tell it from an East River wind ..............eeeeeeees Page 1 
FTC has backed down on its “push money” ruling, so customers don’t 
have to be told what inspires a salesman’s recommendation . .Page 2 
Two huge organizations aren’t better than one, judging by General 
re We ee ID 65565 io 6-5. cao ie Kelis Sede cuysesiauns Page 3 
‘When scheduling display ads became a problem, the Philadelphia In- 
quirer trained IBM machines to remember what runs where . Page 22 
There’s too much retail competition, says the National Appliance & 
Radio-TV Dealers Assn., pointing a finger at manufacturers .Page 24 
Mutual wondered who listens to Fulton Lewis Jr., but net executives 
and sponsors feel better now that the survey report is in ....Page 26 
Having trouble with circulation figures? Parade’s Homer Smith has a 
few fudge factors and a googol to make your presentation look im- 
EE s65 Gar ata he ise es anWhdSOe de in deessedse wear iws Page 27 
The man with a swollen thumb never saw it this way, but Fayette 
R. Plumb Inc., tool maker, is out to prove there’s glammer in a 


SEE PCLT LOR ETE oP O ORT Ty Eee EeRER eT Ree Page 32 
Salesense comments on oil company ads started a controversy. This 

week there are further developments .............. Pages 34, 35, 46 
TV spielers are spawned in Atlantic City, AA learned while watching 

I NN i Wy be saa REG esus eared ween Page 40 

REGULAR FEATURES 

Advertising Market Place ....46 Mail Order Clinic ........... 35 
Along Media Path ........... 44 Merchandising Devices ...... 20 
Coming Conventions ......... 32 Saree 49 
Creative Man’s Corner ....... 34 Photographic Review ........ 50 
Department Store Sales ...... 48 Production Tips ............. 35 
|}Editorials ...............065. 12 ee eee 12 
_Employe Relations ........... 36 Salesense in Advertising ..... 35 
| Eye and Ear Dept. ........... 36 This Week in Washington ....51 
|Getting Personal ............ 18 Voice of the Advertiser ...... 38 
| Looking at Retail Ads ........ 36 You Ought to Know ......... 14 


Rexall Promotes New _ provides a ten-day supply of appe- 


‘tite reducing wafers, a ten-day 


‘Men's Reducing Plan *¥??!¥ °f vitamins and a 100-page 


/illustrated book which includes 
New York, July 1—The male! menus, exercises, and pointers on 
| waistline gets its share of atten- health and grooming. It sells for 
ition today as Rexell drug stores $3.50. 
jacross the country introduce the | Batten, Barton, Durstine & Os- 
|new Delafield reducing plan for born is the Rexall agency. 
j}men, reportedly “the very first, 
|systematic slimming-down plan| 
for overweight men ever to. 


| reach the consumer market.” 


Yeager Rejoins Beaumont 
Richard Yeager has joined the 
: art staff of Beaumont, Heller & 
Rexall will run a summer and Sperling, Reading, Pa., agency, re- 
fall campaign for the product, be- turning to the agency following a 
|ginning with ads this month in course at the Philadelphia Muse- 
The American Legion Magazine um School of Art. 
and Collier’s and insertions in the 


August issues of Esquire and True.| Ford Moves East PR Office 
Copy theme of the b&w ads is forq Motor Co. has moved its 
| “Look young, feel young, stay eastern public relations office to 
| young.” the RCA Bldg., Rockefeller Cen- 
| The Delafield plan for men ter, New York. 


| 

| 

| e —_ * 
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when time is important—get 
| newspaper mats from 
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4 in advertising appears 
“ are exclusively—every week 
n in the Herald Tribune! 
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OIORY GETS VERY REAL RESULTS! 


When an advertiser uses a newspaper continuously for twenty 
years...gets results big enough to justify using that newspaper 


exclusively for the past ten years...that’s the best evidence NEW YORK 


possible of the best possible advertising medium for results... oy | 4 

best in volume of response... best in quality of the respondents! eta p Tri une 
If you are in the market for sales of any product at any 

time...read every word of this Ghostwriters Bureau letter! 
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Broadcast Advertising to AFA 


The Broadcast Advertising Bu- 
reau, New York, has become the 
16th national advertising associa- 
tion to join the Advertising Fed- 
eration of America, New York. 
William B. Ryan, BAB president, 
has been named its representative 
on the AFA board. 


Chain Drug Sales Rise 


Sales of the nation’s chain drug 
stores were up slightly less than 
0.3% during May, 1953, compared 
with May, 
regional sales survey conducted by 
Chain Store Age, New York. The 


survey covered 62 chains operating | 
1,810 drug stores. 


T°’ is for Teacher 


And she could tell 
Mom a thing or two 


Teachers spend even more time with 
their 26,000,000 school kids than Mom 
does. That's why, like Mom, teacher is 
in a position to leave indelible impres- 
sions in the minds of these youngsters. 


Children invariably take home what 
“My teacher says’. And often some of 
teacher's acquired knowledge and opin- 
ions come from her own state teachers’ 
magazine. Thus your company, business 
or association may influence 10,600,600 
homes through your advertising mes- 
sages in State Teachers Magazines. 

Teachers read State Teachers Maga- 
zines. There are over 900,900 subscribers. 
You can reach any or all of these teach- 
ers through 44 State Teachers Maga- 
zines. For the full story, write iss 
Georgia C. Rawson, Executive Vice- 
President, State Teachers Magazines, 
Inc., 307 N. Michigan Ave., Chicago 1, Iil. 


State 
TEACHERS 


Magazines 


1952, according to a. 


(East Industrial Admen Elect | 
Richard C. Sickler, with E. I.) 
du Pont de Nemours & Co., Wil-| 
mington, has been reelected pres- 
ident of the Eastern Industrial 
Advertisers. Other officers elected 
-are Edward M. Reynolds, Fox &| 
Mackenzie, v.p.; John F. Coverly- | 


phia, secretary, and James P.| 
Dwyer, William Jenkins Inc.,' 


treasurer. | 


‘Look’ Hikes Guarantee, Rates 

Look, New York, will raise its) 
circulation guarantee and its ad-| 
vertising rates by 13.8% with the 
issue dated Jan. 12, 1954. The 
guarantee will go from 3,250,000 
to 3,700,000, while b&w pages will 
be increased from $11,440 to $13,- 
025. Four-color pages will go from 
$17,130 to $19,505. | 
Jones Agency Adds Two 

Bette Nasse, formerly with the 
Harry B. Cohen Advertising Co.,, 
has joined Duane Jones Co., New 
York, as chief time buyer. William 
Tarr, who was also with Cohen, 


has joined the Jones copy depart-. 
ment. 


Smith, Geare-Marston, Philadel- | 7 


: 
i 


MRS. SARA PENNOYER, formerly v.p. and 

sales director for James McCreery & Co., 

New York department store, has been elec- 

ted v.p. and sales promotion director of J. 

W. Robinson Co., Los Angeles, retail de- 
partment store. 


Schiesser Named Media Head 

George H. Schiesser, media buy- 
er with Erwin, Wasey & Co. for 
the past 21 years, has joined 
Thompson-Koch Co., New York, 
as media director. 


Effective July 1,1953 — 
THE PHILADELPHIA BULLETIN 


“ANNOUNCES THE OPENING OF 


ITS OWN CHICAGO ADVERTISING OFFICE 


McGRAW-HILL 


BUILDING 


Address: 520 NORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 
Telephone: SUPERIOR 7-0784 
Manager: FRANK H. DILENSCHNEIDER 


The Evening Bulletin 


Sawyer Ferguson Walker Company will continue to represent 
us in Detroit, Atlanta, Los Angeles and San Francisco 


AND 


The Sunday Bulletin 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


NS ee RIO ce 


Advertising Age, July 6, 1953 


Cosmetic Rule 


on Push Money’ 
Relaxed by FTC 


(Continued from Page 2) 
| using the outlet, restrains trade or 
|constitutes an illegally discrimin- 
| atory service, payment or price 
contrary to the Robinson-Patman 
Act. 

The new rule adopted by FTC 
this afternoon says nothing about 
consumers. The rule declares: 

“It is an unfair trade practice 
for any industry member to pay or 
contract to pay anything of value 
to a sales person employed by a 
customer of the industry member, 
as compensation for, or as an in- 
ducement to obtain, special or 
greater effort or service on the 
part of the sales person in promot- 
ing the resale of products supplied 
by the industry member to the 
customer— 


@ “1. When the agreement or un- 
derstanding under which the pay- 
ment or payments are made or are 
to be made is without the know- 
ledge and consent of the sale per- 
son’s employer; 

“2. When the terms or conditions 
of the understanding or agreement 
are such that any benefit to the 
sales person or customer is depen- 
dent upon lottery or chance, 

“3. When any provision of the 
understanding or agreement re- 
quires or contemplates practices 
or a course of conduct unduly and 
intentionally hampering sales of 
products of competitors of any in- 
dustry member; 

“4. When because of the terms 
or conditions of the understanding 


tion, or the attendant circum- 
stances, the effect may be to sub- 
stantially lessen competition or 
tend to create a monopoly, or 

“5. When similar payments are 
not accorded to sales: persons or 
competing customers on _ propor- 
tionately equal terms in compli- 
ance with sections 2 D and E of 
the Clayton Act. 

“(Note: Payments made by an 
industry member to a sales person 
or a customer under an agreement 
or understanding that all or any 
part of such payments is to be 
transferred by the sales person to 
the customer or is to result in a 
corresponding decrease in the sales 
person’s salary, are not to be con- 
sidered within the purview of this 
standard rule, but are to be con- 
sidered as subject to the require- 
ments and provisions of Section 2 
A of the Clayton Act.)” 


® FTC officials say the consumer 
aspect of the rule was abandoned 
as unworkable. They point out 
that the rule applied only to man- 
ufacturers, and that nothing in the 
rules prevented a retailer from 
providing “push money” to em- 
ployes without disclosing the fact 
to the public. There has also been 
some disagreement within the 
commission over the legality of 
a rule designed for consumer pro- 
tection. 

Today’s action provides a stand- 
ard rule for use in future trade 
practice codes. The cosmetic in- 
'dustry rule remains on the books 
| until the industry requests modif- 
‘ication. 


-Superex to Shohet-Meyer 


Superex Electronics Corp., Yon- 
kers, N. Y., maker of electronic 
/equipment, has appointed Shohet- 
Meyer, Yonkers, to handle its ad- 
vertising. 


WORZ Appoints O. L. Taylor 


WORZ, Orlando, Fla., radio out- 
let for National Broadcasting Co., 
has appointed O. L. Taylor Co., 
New York, as its national repre- 
| sentative. 


|or agreement, including the dura-~——> 
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Let's think 
of your market 
in terms of 
: One Family ... 


I Ih 


Our average household is 4.2 persons... 


i When will this family buy? 
: | How do you sell them? 


1S 
2 If it’s soap, toothpaste or breakfast food you’re selling, modernize this year. Use HOME MODERNIZING and 
‘eo they may buy once or twice a week. But if it’s building SMALL HOMES GUIDE. 
materials or major home equipment, they’ll probably make 
ie 


a once-in-a-lifetime purchase. Because these twice-a-year twins contain home building 


e and remodeling information—and nothing else—they are 


id . oo . . . . 
bought only during the critical decision-making period. 
f . , “as . gh y 6 & P 
. How do you get to this one family at the critical time— Because we never campaign for circulation and discourage 
— they are making that once-in-a-lifetime buying deci- subseriptions, of their own free will our readers buy HM 
1S sion? Or to put it another way, how do you reach the one out and CLUIDE at the newsstand. 
_ = of fifty families who will modernize their home this year? 
- Every media buyer and account man should know the 
. You can do it with a shotgun, easily and remarkable HOME MODERNIZING and mr gig es N 
* expensively. Reach the forty-nine families who GUIDE story. oy) ogres a year make a complete 
‘ cannot use your product this year, as well as the one who schedule, covering oth a 
i- can, by blasting away in mass media. It takes lots of dough eo ae a te 
of —a soap or toothpaste budget—but you'll get there. Ee ee ee ae ee as taen 
the same number of dollars can pro- 
- duce for you through any other 
« Or you can do it with a rifle, just as medium. 
7 easily and at less than one-tenth the cost of 
0 the shotgun method. Use the unique team that Call in the GUIDE man and get the 
7 cceaalty reaches the one family in fifty that will build or documented story. 
is 
= 
2 Your one-two punch at the BUILDING AND REMODELING MARKET 
82 West Washington Street + Chicago 2, Ill. 
4 Published by SMALL HOMES GUIDE, INC. FRanklin 2-8240 + S. C. Warden, Advertising Manager 
it 
\- 
e ADVERTISING OFFICES 
m 
- NEW YORK CHICAGO DALLAS 
n Clifford E. Swenson S. C. Warden & Associates Dick Worthington 
r 441 Lexington Avenue 400 West Madison Street McDonald-Thompson Co. 
)- New York 17, N. Y. Chicago 6, Ill. 6617 Snider Plaza 
1- Murray Hill 2-1340 CEntral 6-2757 Logan 6283 
1 
. 
<S 
6 ' 3127 W. 6th Street National Bidg. s 
rn PACIFIC COAST —McDonald-Thompson Co. dun Pesaatene 6, Got Los Angeles 6, Calif, 1008 Western Anse —— 
YUkon 6-0647 DUnkirk 17-5391 Seattle 4, Wash. Keystone 4669 
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Yonkers Bill to Drop 
Zoning Ads Is Killed 


Yonkers, N. Y., July 1—The 


Yonkers common council defeated 
a motion last week that would 
have abolished a city charter pro- | 
vision requiring all zoning legis- 
lation to be published as advertise- 
ments in local newspapers. 

The measure was sponsored by 


STEIGERWALD 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 
Shapes, single or multi-colored 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive and Heat seal stock 


LABELS» 


¥, CHICAGO 7 * TAYLOR 95400 


/Mayor Kristen Kristensen, who 
said the publication of a proposed 
amended generai zoning ordinance 
would cost the city $10,000. He 
suggested that the ordinance be 
| distributed in booklet form to in- 
‘terested voters. The motion was 
defeated on a party line vote. 

Earlier, one of this city’s news- 
papers, the Herald Statesman, had 
waged a strong campaign—includ- 
ing Page 1 editorials—against the 
measure, on the grounds that it 
would deprive the public of infor- 
mation which it was entitled to 
have. 


Seagram Promotes Rum 


Seagram-Distillers Corp., New 
York, has begun a newspaper pro- 
motion for its Christopher Colum- 
bus rum. The campaign will run in 
12 major eastern, midwestern and 
west coast markets. Ads, backed 
by a heavy merchandising pro- 
gram, will feature the rum’s “six- 
year age, natural golden color and 


& Johnstone, New York, 


agency. 


natural dryness.” Dowd, Redfield | 4“ . . 
is the | Price protection as an inducement. | qom, North Africa and the Conti- 
| While the allowances were made 


Big Soap Firms’ 
Co-op Ad Plans 
Found Lawful 


(Continued from Page 1) 
where the store is located. Under 
the circumstances, he said, stores 
could obtain the benefits by using 


neighborhood papers or weekly or | 


monthly newspapers at greatly re- 
duced rates. 


® Mr. Kolb also supported the 
soap companies on two other is- 
sues raised by the commission: 
On rebates to chains to cover 
price drops on warehoused inven- 
tories, he ruled soap companies 
habitually encouraged big custo- 
mers to warehouse substantial 
quantities of soap, and offered 


|chiefly to chains which have three 
'or more stores, the system was 
carefully administered so that no) 
allowance was made for merchan- | 
dise which was available for use in| 
replenishing floor stocks. 

On “count and recount” deals 
used to stimulate the movement of | 
merchandise out of warehouses| 
‘during intensive promotion per- | 
iods, he ruled that allowances 


available to other 
law. 


‘Air Force Daily’ Bows 


| Washington, a new publication for 


| 


Motorola Putting 
$12,000,000 into 
Year's Campaign 


Cuicaco, July 2—Motorola Inc. 


were available to all chains, and has launched a $12,000,000 cam- 
'the opportunity to purchase at re- paign for its 25th anniversary 
duced prices through jobbers was drive, according to Ellis Redden, 
customers, | director of advertising, sales pro- 
meeting the requirements of the motion and training. 


(This is the total to be invested 
in advertising and sales promotion. 
It compares with $9,000,000 for the 


The Air Force Daily, published : 1952-53 year. Mr. Redden last year 
by Army Times Publishing Co., said $2,000,000 would go into space 


billing, $5,000,000 would be for 


_Air Force overseas personnel, has cooperative advertising, $1,000,000 


‘begun publication in _ Britain. 


Printed on the presses of the Lon- | 


|don Times, the newspaper appears 
| Monday through Friday, and is on 
| sale throughout the United King- 


nent. 


AD 


the United States. 


Arizona retail sales topped $1 
billion in ‘52, a robust $1177 per 
capita, and up 472% over 1940, 
36% over 1950 to lead all other 
states! And the Phoenix Republic 
and Gazette covers 59% of all the 
homes in this bonanza of new 


business. 


“ig 


in the Phoenix 


If you’re looking for retail 
Arizona is the lustiest, 
ing goldmine of new business in 


Half the state’s retail 
business, more than 
$500 million, is right 


politan Area... 
covered 100% by 


ARIZ 
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$1,100,000,000 


ARIZONA TOTAL 


71 $1,000,000,000 


900,000,000 


RETAIL SALES 
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200,000,000 


$ 100,000,000 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX, ARIZONA 
REPRESENTED NATIONALLY BY THE KELLY-SMITH CO. 


for radio and TV and $1,000,000 for 
sales promotion and other media. 
No breakdown was given for the 
1953-54 budget.) 

On the new schedule are four- 
color ads in magazines, space in 
trade publications, newspapers 
and comic sections, spot announce- 
ments on network radio and TV, 
outdoor posters, roadside signs and 
“a spectacular illuminated display 
sign.” 


® The magazine schedule will in- 
clude Better Homes & Gardens, 


| Magazine, Farm 


Collier’s, Coronet, Ebony, Elks 
Journal, Ladies’ 


| Home Journal, Life, Look, Popular 


| Mechanics, Popular Science, Pro- 


gressive Farmer, The Saturday 
Evening Post, Sport, Sports Afield, 
Successful Farming, Sunset Maga- 
zine, Today’s Woman and True. 

At the 25th anniversary conven- 
tion in Chicago, Paul V. Galvin, 
president of Motorola, told more 
than 1,000 distributors and sales- 
men that this year should produce 
the largest volume in the com- 
pany’s history. Mr. Galvin esti= 
nated that sales should exceed 
-he previous best year by a min- 
mum of $55,000,000. 

Television sales, said Mr. Gal- 
vin, will account for the largest 
part of the total increase. Twenty 
new television models were intro- 
duced at the Chicago convention, 
ranging from 17” screen sizes to 
i age 

The theme of the advertising for 
television will be, ““Better see Mot- 
orola TV—with the double power 
picture.” The “better see’ theme 
carries through for all radio ad- 
vertising. 


# Three new products in the 1954 
Motorola radio equipment line 
were introduced at the convention. 
One is a new high-fidelity radio- 
phonograph combination priced 
just below $100. 

A line of clock radios using Mo- 
torola’s PLAcir chassis was also 
introduced. These models, $29.95, 
make up the lowest priced clock 
radio series that Motorola has ever 
offered. The third addition to the 
line is a new table model of small 


dimensions and “extended tone.” 

| Special monthly promotions will 
| be another part of the advertising 
| program. They are planned from 
| August through the Christmas sea- 
son, and will be accompanied by 
| window decorations which are to 
‘tie in with the monthly advertising 
‘campaigns. 


NBC Film Division to Grey 


The film division of National 
Broadcasting Co., New York, has 
appointed Grey Advertising Agen- 
cy, New York, to handle all its ad- 
| vertising activities, including pro- 
motion, merchandising and direct 
imail, effective Aug. 15. Grey is 
preparing a coordinated campaign, 
covering all aspects of promotion 
and merchandising. 


Imperial Credit to Erle Baker 
Imperial Credit Co., Chicago, 


has appointed Erle Baker Adver- 
tising Co., Chicago, to handle its 
advertising. Previously, Lauesen & 
Salomon, 
count. 


Chicago, had the ac- 
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Idea suggested by HAROLD DALY 
Olson Rug Company, Chicago 


: In Chicago, it takes 2 — 
: to hit the jack pot 


all No single daily newspaper reaches even half your Chicago-area 
he prospects. It takes Two. For greatest unduplicated coverage, one , 
2a- must be the.. ° 


* at cs CHICAGO 


ee /SU N -TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


ker READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 
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NBC's coverage tops all other networks 


The television network which can deliver the most markets and, therefore, 
the widest coverage is most in demand by advertisers today. 
NBC is that network. Day and night, the average NBC program is carried by a 


larger number of stations, covering more television homes than any other network. 


: NIGHTTIME NBC NETWORK #2 NETWORK #3 NETWORK #4 
rt AVERAGE NUMBER OF STATIONS 54 42 31 21 
"ee a COVERAGE U. S. TV HOMES 86.2% 75.1% 66.1% 50.8% 
ae ea aaa a ‘ deioae sdiadiniitapaatinds ee ee 
; “t 
ih: / » oe ee eS wenindinn ‘ ‘ damnnidetiacinaiieal ‘ 
DAYTIME NBC NETWORK #2 NETWORK #3 NETWORK #4 
a ne enna iaateameccteel ae 
... ~ AVERAGE NUMBER OF STATIONS 51 43 * * 
. bd COVERAGE U. S. TV HOMES 87.3% 80.5% * * 
rf 


PMR 


Compared to the No. 2 network, NBC’s average program reaches 12 more markets 


at night and 8 more markets during the day. It covers 11.1% more of the total 


OO 
television market at night; 6.8° more by day. 
Superiority of coverage is just one reason why NBC is America’s No. 1 network. 
Next week... further proof. 

< NBC’s Audience Advantage is to Your Advantage... Use It. 

XX 0 


a service of Radio Corporation of America 


SOURCES: Nielsen Television Index, January-April, 1953, Averages 
NOTE: The accuracy of the above data has been verified by the A.C. Nielsen Company 
* No comparable daytime network service 
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Keeping Advertising Schedules Straight 


The new “media clearing house” program set up by Quaker Oats 
Co. is an interesting demonstration of the type of complexities which 
have afflicted large advertisers in recent years. 

What Quaker Oats has done is to assign a specific medium, such 
as newspapers, or magazines, to a specific media executive in one 
or another of the four Quaker Oats agencies. His job is to keep com- 
pletely informed on all Quaker Oats activities in his particular 
medium. 

Thus, while Quaker’s Agency A may be handling only one Quaker 
product, it may have a media specialist within its organization who 
is supposed to know, from minute to minute, exactly what every 
other product under the Quaker banner is doing in the particular 
medium to which he has been assigned. 

This is a new twist to a fairly new problem which is becoming 
more, rather than less serious. It applies, of course, only-to larger 
companies, and only to those with fairly extensive product lines. But 
since practically every company has added to its list of products 
within the past eight or ten years, the number of those affected is 
larger than it has ever been. 

The multiplicity of products being advertised, and the increasing 
multiplicity of agencies serving a single client, have in many cases 
forced a new function upon advertising departments and agencies—a 
sort of inter-office and inter-product brokerage service. 

Thus, we see, not infrequently but in some instances almost daily, 
a block of radio or TV time purchased, or a similar block of white 
space purchased, after the block or portions of it have been accepted 
by one or more product managers or agencies beside the product 
manager or agency who originally wanted to buy the time or space. 

Aside from a bit of inter-agency and inter-product bookkeeping 
and cross-checking, this sort of thing is of no special importance ex- 
cept for one extremely important angle: 

Frequently—more frequently than one might suspect at first glance 
—one product is helping to put through an advertising deal about 
which neither the product manager nor the agency may be really 
excited. They are “riding along” on a buy or an idea developed by 
and for another product in the same corporate family, which can’t 
carry the whole load alone and therefore does a sales job on one of 
its sisters. 

There’s nothing wrong with this, and of course frequently both 
products get a bargain. But it’s important to remember that it doesn’t 
always work that way. 


Mr. Williams Spells It Out 


Walter Williams, Under Secretary of Commerce, and former head 
of the Committee for Economic Development, spelled out what any 
number of us have been saying, in his talk to the Advertising Assn. 
of the West in San Francisco. 

Pointing out that it takes a great deal of capital to provide tools for 
a worker, he added: “But it also takes a lot of sales effort, including 
advertising and market research, to keep him on the job. Added in- 
vestment in sales effort, including advertising and market research, is 
a corollary to increased investment in productive facilities.” 

And again, discussing whether the costs of distribution are too 
high: “It is more likely that total cost of distribution under present 
circumstances is too low. 

“Increasing expenditures in sales promotion and advertising. . .can 
be more than self-liquidating, can result in both higher profits for 
the producer and distributor, and lower prices for the consumer. 
The same is true of increased effort and expenditure in sales train- 
ing, and in other areas of marketing operation.” 


———— 
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“Understand the house cost them 


—Chicago Sun Times 
a bit more than they expected.” 


What They're Saying 


Lesson for Advertisers 
Reviewing television shows is 
not my bailiwick, but I hope our 


to the extent of a few observations 
on the Ford 50th Anniversary 
Show. 

I thought this two-hour review 
of the last half-century was the 
best show I have ever seen—stage, 
screen or video. 

For folks who have lived 
through that period it was a re- 
view of their lives. It was packed 
with laughs as the silly foibles of 
the various periods unfolded, and 
here and there there was a dra- 
matic moment that could have in- 
duced a tear if the fast tempo had 
slackened ever so little. It never 
did... 

It was superlative entertain- 
ment. 

It was something else, too. 

It was superlative selling. 


mercial. 


nessed that show and not had a 
kindly feeling for the Ford Co. I 
do not know. 

The absence of the trite, mad- 


Mr. Richard Long will forgive my | 
sticking my nose into his business | 


There was not a hint of a com- | 


But how anyone could have wit- | 


|your ear to the point of nausea? 
Newspaper advertising has a great 
advantage. It is quiet and thought- 
‘ful. It tells of something for sale 
and you can sit back and consider 
the proposition, if you are inter- 
ested. 

| I venture the guess the Ford Co. 


/'made more friends with its anni-| 


versary show than it ever has with 

all its hot-shot, wheedling efforts. 
All of which probably proves I 

know nothing about advertising. 
But I insist I do know a whale of 

a good show when I see one. 
Thank you, Mr. Ford. 


—Alexander F. Jones, executive edi- 
tor, Syracuse Herald-Journal. 


Don’t look now, but that barn- 
like building you staggered out of 
loaded down like a pack mule may 
not have been a supermarket. No 
offense, honest—this is in the spir- 
it of truth seeking. Definitions are 
| what we live by and the definition 
of a supermarket is pretty precise. 


of Commerce Bulletin gives Super 
Market Merchandising as _ its 
‘source for the following: “...a 
| supermarket is a departmentalized 


|retail establishment having a mini-| 


A Grocery by Any Other — 


The New York State Department | 


dening interludes of claims for a|mum of four basic food depart- 
product was such a_ welcome ments—meat, produce, dairy prod- 
change of pace that you found ucts and self-service grocery— 
yourself thinking of the Ford Co.!and a total sales volume of at 


as a great institution—a vital fac- | 
tor in American life and progress. | 

I am aware that companies buy | 
television time to sell their prod- | 
ucts, and that the theory of keep-| 
ing a name before the public by) 
unremitting reiteration is deemed | 
basic. | 

The effect on one man of this. 
policy is exactly the opposite of 
what the sponsor wishes. You are 
bombarded with the same inane 
doggerel to the point of nervous 
exhaustion. 

Few advertisers can underwrite 
'a two-hour show on the scale of 
‘the Ford Co. anniversary produc- 
| tion. 
| But isn’t there a lesson here that 
others can follow within their own 
| imitations? Can't advertising on 
‘television and radio be something 
‘other than screaming the same 
nerve wracking injunctions in 


| 
| 


least $375,000.” 
—Rumrill Letter, published by 
Charles L. Rumrill & Co., Rochester, 
| a A 


What Is ‘Smart'—and Who? 

I believe most men go to college 
to avoid hard work, then they 
gripe because a truck driver or 
a man who works on building con- 


| struction earns more money than 


they do. I get a little tired hear- 
ing about the problems of college 
graduates. Who is really smart, 
the truck driver who earns $7,000 
a year or the professor who earns 
$4,900 a year? 

—Letter in the Chicago Sun-Times. 


Axiom 
Where goods. cross 


rarely do soldiers cross borders. 
—Eric Johnston, president, 


borders, 


Motion | 


Advertising Age, July 6, 1953 


| | Rough Proofs 


_ Northwest farmers are “ready to 
buy,” says Cowles Publishing Co. 
Could be they figure that—sure— 
prices are falling, but there’ll al- 
| ways be a Washington. 
7 
| Gladys the beautiful reception- 
ist says she’s had no Maidenform 
bra dreams lately but reports her 
new girdle has been making her 
a trifle dizzy. 
* 

CBS sees in the radio medium 
an ideal match for a “restless 
U.S. A.” Is that on account of the 
unsettled state of radio talent? 

o 


The word is that Duncan Hines’ 
‘cake mixes are now selling at 
| $12,000,000 per year. Sounds like 
'“good eating” for someone. 

. 


_ U.S. newspapers console them- 
selves for an indifferent ad volume 
showing in 1952 by pointing to 
their success in putting over a Re- 
publican administration. Dulce et 
decorum est pro patria mori. 

° 


| Canadian newspapers seem to 
|have done better, with a 3.38% 
“rise in ad revenue last year. Who 
called Canada the land of wide 


open spaces? 


In spite of the fact we knew he 
would get the bad news July 1, 
Father had a wonderful time on 
Father’s Day. 


Those bon voyage parties aboard 
'ship are great for departing trav-—- 
(elers, but pose a serious problem 
for business men compelled to re- 


|sume business. 


| 


a 
Money talks, and never more 
eloquently than when the U. S. 
|dollar raises its voice in the marts 
_of international exchange. 
* 


The paper’ shortage abroad 
would be alleviated greatly if for- 
eign currencies didn’t get bigger 
and bigger as their values become 
smaller and smaller. 

+ 

Competition among premium 
| beers began to get really serious 
| when some of the brewers decided 
to offer premium coupons good for 
real merchandise. 

* 

Some advertisers can’t under- 
stand why dealers don’t enthuse 
over premium deals which give 
away products they are already 
carrying in stock. 

6 

More food manufacturers are 
setting up special departments for 
supermarkets, and of course those 
who qualify for membership auto- 
matically become supersalesmen. 

© 

Designers of supermarkets and 
other self-service establishments 
still are trying to find a way to 
have all shelf space at eye level. 

© 

The Chicago Tribune featured 
Art Nielsen in its “Road to Suc- 
cess” series. The story may have 
impressed readers with the impor- 
tance of tennis championships as 
well as marketing research. 

* 

Jake Lasser says only a few ad- 
| vertisers pay excess profits taxes, 
|but those who do object heartily 


Picture Assn. of America, speaking on| to being classed with the minority. 
“The Voice of Business,’””’ ABC net- 
work. 
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Daily ROP Color Rates 


Reduced 25% in 
The Philadelphia Inquirer 


Again, THE INQUIRER announces an important reduction in 


advertising rates for daily ROP color. New economies in 


mechanical processes make possible this second INQUIRER 
ROP color rate cut in two years. Now, at lower cost, you 
can get extra advertising results from color in The World’s 


Greatest Industrial Area—fast-growing Delaware Valley, U.S.A. 


Here’s how daily ROP color premiums have been 

reduced: 2 or 3 colors and black is now $600 

compared to the old premium of $800; 1 color and 

black $450 instead of $600. Daily color is available 
AN in full-page units. 
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a ae Put it in color... in THE INQUIRER... Philadelphia’s first 
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a a Ge IAM newspaper. And remember, daily full color is EXCLUSIVE in 
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lone) ose NEW JERSEY THE INQUIRER in Philadelphia. 
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Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


Che Philadelphia Mnguirer 


Constructively Serving the World’s Greatest Industrial Area 


[Exclusive Advertising Representatives: 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX West Coast Representatives: FITZPATRICK & CHAMBERLIN 
342 Madison Ave., N.Y.C. 20 N. Wacker Drive, Chicago Penobscot Bldg., Detroit 155 Montgomery St., San Francisco 1127 Wilshire Boulevard, Los Angeles 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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te a few chapters locally with a)a dues structure that might be re-/ 200 Papers Reduce Columns 
OU UG ft fo HOW « «William C. Sproull *\ schools. views after extensive research.” | Member newspapers which have 


“2. Enlarging the services that Sproull told ADVERTISING reduced column width from 12 pi- P 


NIAA provides for its chapters, AcE that he is considering appoint- cas to 11% picas now total 200, ac- 
its chapter members and mem- ing a special committee to re-ex- cording to the American Newspa- 
bers-at-large, and multiplying the amine existing membership serv-| Per Publishers Assn., New York. 


usefulness of those services by ices, the association’s dues struc-| Latest additions to the list include - 
the Syracuse Post-Standard and 


The new president of the Na-' 
tional Industrial Advertisers Assn., 
William C. Sproull, director of ad- 


vertising, Burroughs Corp., De- merchandising them in accordance ture and to present a plan for fu- . Vi 
troit, got his start in the newspaper with sound merchandising princi- ture activities. ag eer oongtene: the Mobile Press “1 
' - egister and the Herald, Ev- Al 
business as a reporter. ples. _ He emphasized that none of the erett, Wash. This represents more it 
Born in Bedford, Ind., in 1896, - proposals’ he has advanced are|than’ 47.5% of ANPA member- a 
he was graduated from the Uni- # “3. Broadening NIAA public re- new, but that he hoped with the) ship circulations. h 
versity of Kansas with an A. B. in lations activities to win for indus- aid of the directors to implement 
journalism in 1917. trial advertising a greater appre- the ideas and give them a practical | ‘This Week’ Shifts Two wis 

During his last year in college, ciation of its effectiveness as a po-| basis of reality. Frank Lalley, San Francisco 
he received an appointment as an tent force in keeping industrial | manager for This Week Magazine | a 
assistant in the department of goods moving and business on an American Safety Razor Buys has been moved to Cincinnati to ro 
journalism. He also found time for even keel, and to win for NIAA a| Pq], Personna Blade Firms succeed Leslie A. Weary as man- or 
track as a miler and half-miler more important niche in national) American Safety Razor Corp.,| 28¢F,°f that office. Mr. Weary is ° 
and wound up with the university affairs. ‘Brooklyn, has purchased from|*¢tiring. He has been with the pat 
record for the mile and fame as a. | “4. Adopting a sound program of Mailman Bros. the major operating publication since its inception in ‘ pon 
three-letter man. Witten © Genet planned membership expansion’ assets of the former Pal Blade Co. a Gerald D. Wroe, a Chicago r 
He joined the Daily Journal _ ‘among advertisers, agencies and| and Personna Blade Co. The pur- Lalle oe Mr. : 
World, Lawrence, Kan., as a re-| tee,” he said, “that will explore the | publishers. | anne ge oe ey in | Lalley in San Francisco. pe 
porter immediately after gradua- possibilities of, develop and exe-| “5. Enlarging NIAA budgets for | Single, double edge and injec- 
tion, but the U. S. entry into World| cute plans for, the following: - | educational and chapter activities | *t Sunde Setde. tb ‘ogee ag pr — ' We 
War I interrupted his career. He “1. Enlarging NIAA educational|and other member services re-| © decision has yet been made ilitam Lauten has resigned as wi 
é mgeee - ; | about the agencies on the accounts. | manager of business publicity for R¢ 

went into the Army and became activities by extending to schools|ceived from headquarters, by|,aj Paul Lefton Co. handled Pal| National Broadcasting Co., New 

an air service pilot. _and colleges industrial advertising plowing back dues received from and Cecil & Presbrey had Person-| York. His future plans have not 

programs employed successfully’ an enlarged membership, or from! na. been announced. 


s He served nine months in 
France, and after the armistice 
took a course in foreign languages 
at the University of Grenoble in 
France. 

He returned home to become a 
feature writer on the Kansas City 
Star. About a year later, he joined | 
Burroughs Adding Machine Co., 
Detroit, as a special writer and 
associate editor of Burrough’s 
business magazine. 

After gaining varied experience 
in both the creative and national 
advertising departments at Bur- 
roughs, Mr. Sproull was appointed 
director of export advertising, and 
served 15 months overseas while 
engaged in that capacity. 

Subsequently, he was appointed 
advertising manager and then di- 
rector of advertising for Bur- 
roughs. 

He is president of the Industrial 
Marketers of Detroit and general 
chairman of the Detroit confer- 
ence of the Assn. of National Ad- 
vertisers. 

His hobbies are golf and bowl- 
ing. He is married, has two chil- 
dren and lives in Birmingham, 
Mich. 


s Mr. Sproull’s first move, after 
accepting the NIAA post, was to 
outline a five-point program to 
promote the group’s growth and 
increase its usefulness. 

“I propose to appoint a commit- 


The Fabulous Southwest 


TOMS LARGEST TRADE The@iTOmy 
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“WDAY-TV COVERS THE NATION'S THIRD4 BE 


EL PASO 


Metropolitan Area 


(El Paso County) 
Population 224,000 We as 
Families 53,800 
Circulation 59,711 | 


Coverage Ratio Over 100% 
CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 


VERS AMERICA'S 73*° WHOLESALE MARKET 


Population 555,200 
Families 142,900 
Circulation 84,896 


Coverage Ratio 59.2% 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso,Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30 Line BUYS BOTH! | 
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Advertising Age, July 6, 1953 


RCA Victor Hi-Fi 
Phonographs to Be 
Unveiled in August _ 


CAMDEN, N. J., July 1—RCA)} 
Victor division of Radio Corp. of | 
America will enter the high-fidel- 
ity phonograph field in August 
with the introduction of a new. 
high-fidelity system of record re- 
production. 

The company, following CBS 
and DuMont (AA, June 22), will 
introduce two new high-fidelity 
instruments into their regular 
phonograph line. 

Advertising plans for these new 
instruments have not yet been 
completed, but RCA Victor told 
ADVERTISING AGE that the cam- 
paign would begin as soon as dis- 
tribution is set up and that “it 
will be substantial.” The campaign, 
which will be separate from other 
RCA Victor ad drives, will be han- 
dled by J. Walter Thompson Co., 
New York. 


The new Victrola phonographs 


will include a table model for 
$139.95 and a console at $275. 

Joseph B. Elliott, v.p. in charge 
of consumer products, said: “The 
new instruments will complement 
the company’s recently announced 
new Orthophonic technique in re- 
cording. They are designed to meet 
the demand of high-fidelity fans 
who prefer to buy a complete unit 
rather than assemble from separ- 
ate components.” 

Both models will reproduce all 
speeds and will feature a “slip-on” 
spindle for 45rpm records. With a 
range of 40 to 13,500 cycles, the 
console features a 12” speaker, a. 
special record changer designed to 
reduce rumble and an amplifier 
designed for wide-range repro-| 
duction. 


Murtaugh Named A.M. 


dy’s Investors Service and Alfred 


M. Best Co., has been named ad-| 
vertising manager of Distributors | 


Group Inc., 
funds sponsor. 


A CASE FOR FREEZERS-Servel Inc., Evansville, Ind., is providing its dealers with 
this Freezopac as a traffic builder. It holds various containers used to keep food 
in freezers. Only the plastic boxes are reusable. The pack retails for $20.28. A 


special display rack with six complete packs sells to dealers for $81.59. 


| Greensboro Adclub Zlects 


B. George Barber Jr. of WBGB, 


vertising Club. Other 
elected are John Lennon, 


Elizabeth Hilton, secretary, and 


| Sondheim to Morey, Humm 
Herbert Sondheim Inc., 


fashion magazines is 


previous agency. 


New 

Paul A. Murtaugh Jr., formerly Greensboro, N. C., has been elected York women’s apparel manufac- 
sales promotion manager of Moo- president of the Greensboro Ad- turer, has appointed Morey, Humm 
officers, & Johnstone, New York, to handle 
v.p.; its advertising. A fall campaign in 
being 
New York mutual | Willa Lawrence, reciected treas- planned. Carl Reimers Co. is the 

urer. 


FARGO, N. D. 


CHANNEL 6 


BEST county iW RETAIL SALES PER CAPITA 


FARGO RANKS HIGHER IN SALES 
THAN MANY LARGER CITIES = 


N. J. AND WI 


“gem Sindlinger Will Use 


‘Electronic Diaries’ 
to Record Purchases 


PHILADELPHIA, June 30—An 
“electronic diary” will be used in 
the near future to provide daily 
reports on purchases by a test 
sample of local families. 

The diaries, called Madox, are 
,to be installed by Sindlinger & 
Co., the same firm which used a 
Radox device in 1949 and 1950 to 
measure electronically the number 
of radio and TV sets in use in the 
Philadelphia area. 

Sindlinger has remained out of 
the measurement business since 
1950, when its Radox experiments 
snowballed into a giant patent 
fight with A. C. Nielsen Co., Chi- 
cago. 

After 21 months of litigation, 
the case was settled early in 
1952, with Nielsen getting patent 
title to Radox and Sindlinger get- 
ting $75,000, plus a license to use 
Radox. 


® According to Mr. Sindlinger, 
the “electronic diary,” which was 
granted a patent last week, is to 
be used in a leased wire network 
which, during the test period, 
will involve about 50 homes. 

The plan calls for a Radox and 
Madox unit in each home, provid- 
ing the firm with data on radio 
and TV listening, plus purchases 
of selected household items. 

Under this plan, the Madox unit 
is installed in the kitchen. On its 
face are seven columns of ten keys 
each. By pressing one of these 
keys, the housewife records the 
purchase of a specified item. The 
information is recorded in the unit 
and is “read” electronically dur- 
ing the night by a signal from the 
central station. 

The Radox unit is installed in 
the radio or TV set, enabling the 
central station to measure listen- 
ing periodically throughout the 
day, without interfering with the 
set in any way. 

Housewives are to be compen- 
sated for participating in the test. 


‘Newsweek’ Boosts Kelley 


Thomas Kelley, formerly a 
member of Newsweek’s merchan- 
dising department in Chicago, has 
been promoted to the advertising 
sales staff of Newsweek Interna- 
tional in Chicago. 


ed 


~ 


4 


é “Ebony belongs in 
| the picture of complete 
national magazine 


coverage! 


*your agency has the facts 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
los Angeles Office: 11277 Wilshire Blvd. 
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FOR YOUR DRUG PRODUCT §. 
AT THE POINT OF PURCHASE 


Tele and \lealth sooxter mateo 
DIRECT TO THE HOMES OF THE DRUGGIST’S 
CUSTOMERS AND PROSPECTS 


Each Beauty and Health Promotion in the store is 
backed up with mailings of the B and H Booklet 
direct to the homes of the druggist’s customers and 
prospects in his local trading area. It’s Digest size, 52 
pages with full color cover and two-color body. 
Packed with reader interest for Ma, Pa and the Kids. 
A.M.A. and A.D.A. Editorial cooperation and approval 
lends authenticity to this new direct-to-the-home pro- 
motion for national drug product advertisers. Person- 
alized with each druggist’s imprint. 


A Beauty and Wealth Exclusive 
) 
our Drug Froduet mae. F 


YOUR PRODUCT 
Your Product is serviced in every store for 
everyone of the Five Beauty and Health pro- 


motions and featured in a window display in- | 
stalled by the D.P.S. window service special- ¢ 


ist. Every display authenticated by an affidavit 
signed by the druggist. Your proof of ( 
D.P.S. complete merchandising follow through | 
th at the point of purchase. 
gnd Lea 74 Geauty and Wealth Exclusive | 


INSTALLATION PROVED 
BY AFFIDAVIT 


es 
BAA me 4  winenvorisd 
oe en | ce. coat Pembacast Prercme Prxncction £924 


desaciaceninnesnten yy 


Aan 


BEAUTY AND HEALTH 
‘MERCHANDISING FORECAST’ 
PUTS YOUR PRODUCT ON 
THE DRUGGIST’S PRIORITY LIST 


The Beauty and Health Promotions take 
nothing for granted—There is no guess- 
work or blue-sky promises. Everything 
is done for the druggist—his window and 
counter displays are installed for him 
featuring the 20 non-competitive national 
brands. The Beauty and Health direct to 
the home mailings are handled for him. 
We set the stage—the druggist does the 
promotion and selling for these featured 
products. The B & H Merchandising 
Forecast is issued for each of the Five 
promotions—tells everything the druggist 
should know about how he can increase 
his store traffic and sales—Your product 
selling benefits at the point of purchase. 


4 Beauty and Wealth Excuse 
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The New and Approved Merchandising 
and Promotion Service 
for All Retail Druggists 


DIRECT-TO-THE-HOME COVERAGE 
WITH LOCAL SELLING IMPACT 
FOR YOUR PRODUCT IN THE 
BEAUTY AND HEALTH BOOKLET 


Your editorialized, two color, full page 
advertisement in the Beauty and Health 
booklet helps move your product into 
the home and out of the store. Builds; 
automatic merchandising cooperation 
by the druggist because now your prod- 
uct is closely tied in with his own store 
and his own seasonal sales and store 


Sally Jane Goes Shopping ~ 


merchandising. 


wt Beauty aud Wealth Exclusive 


CUSTOM-BUILT SEASONAL 
STORE COUNTER FEATURE DISPLAY 
FOR EACH PROMOTION 
In addition to the window display feature 
your product is prominently high spotted 
at a high traffic store counter location as 


part of the new Beauty and Health HOT 
RED SPOT Counter Display...puts your prod- 


uct out where customers will buy it at the. 
point of purchase. 


INSTALLATION PROVED 
BY AFFIDAVIT 


BEAUTY AND HEALTH 
‘SELLING TIPS’ GETS TO THE 
STORE SALESPEOPLE WITH SELLING 
FEATURES OF YOUR PRODUCTS 


“Selling Tips” puts the store salespeople on 
your sales force. It sells the “big idea” of 
each of the products featured in the Five 
B & H Promotions and outlines in detail 
the best selling features so they can sell it 
enthusiastically to their store shoppers. 
Because the B & H promotions sell 

more for him, the druggist will 

buy more of your product if 

you are one of the sponsors 

of the B & H promotion. 


4 Beauty and 
Wealth 
Exclusive 


chandising follow-through at the store level to 
build further druggist support and in-the-store co- 
operation on increasing the sales turnover and vol- 
ume for your product. 
SUPPLEMENTS YOUR OWN SALES FORCE 
AT NO EXTRA COST TO YOU 
The B & H follow-through at the store level is another plus for 
your product when tied in with the Five Beauty and Health promo- 
tions—and it costs the sponsoring advertisers nothing extra. 


A Geauty and Health Exclusive 


Fall (September). Closing date for partici 


ONLY BEAUTY AND HEALTH 
PROMOTIONS OFFER A COAST 
TO COAST MERCHANDISING 
FOLLOW-THROUGH 


6 Regional offices and 27 Field Merchan- 
disers representatives offer on-the-spot Mer- 


FACTS FOR THE PARTICIPATING 
NATIONAL BRANDS 
Sic SEASONAL PROMOTIONS A YEAR 


Spring (March) * Summer (May) * Vacation (July) : 
Fall (September) « Holiday (November) 


PP Re pce 


a 20 NON-COMPETITIVE NATIONALLY ADVERTISED DRUG PRODUCTS 
} = PARTICIPATE IN EACH OF THE 5 BEAUTY AND HEALTH PROMOTIONS 
Yn .. hats pend bmg ty —_ can qualify for participation in 
S which include: guaranteed featuring i i i 
built seasonal window and store dis age ghee vee 
built se : plays; full page, two col itoriali say 
Plies in the Beauty and Health booklet; highlighting tn Ghia “Sane 
ising Forecast” for the drug store owner and in “Selling Tips” for the remit 


sales personnel; plus news ae 
outlined below. paper adv. mat tie-in for these featured products as 


GUARANTEED WINDOW AND COUNTER DISPLAY FEATURE FOR 
Pe . YOUR DRUG PRODUCT 
S explained, at the left, all B & H window and store displays featuring your 


product are installed in every detail by a Field Merchandising representative 


os MERCHANDISING FORECAST’ AND ‘SELLING TIPS’ ASSURE POINT OF 
RCHASE FOLLOW-THROUGH ON YOUR PRODUCT'S SELLING FEATURES 

Your product's selling features are highlighted to the sto 

member of his store force. It's just like sega ie 

every one of the B & H druggists. No ad 

B & H Merchandising program. 


lighte nd every 
a visit of one of your sales officials to 
ditional cost—just part of the low-cost 


NEWSPAPER ADV. MAT TIE-IN FOR YOUR PRODUCT 


pesca nan ra copy and adv. mat service featuring the products of all 
oe of the B & H Promotions, is supplied for each of the 5 promotion 
ughout the year—all part of the complete B & H Merchandising Fochen. 


eee ae AND VACATION PROMOTIONS OF BEAUTY AND 
a ss = apr eesoged GETTING DEMONSTRATED SALES RESULTS 
ectiveness of the Beauty and Health promotions are 
enthusiastic results from both the druggists and poheunaina: tania cae 
paige given unsolicited praise for the Summer (May) ids | 
ion. e Vacation (July) promotion is now goi ; 
— July going out to a greatly in- 
creased list of subscribing druggists. The next big promotion ste nd ria 


tion is July 20, 1953. pating sponsors in this promo- 


DRUGGISTS ARE ENTHUSIASTIC ABOUT 
THEIR BEAUTY AND HEALTH PROMOTIONS 


‘Meets increasing retail 
competition...your new 
service has got it.” 

“Every druggist must use 
new merchandising meth- 
ods. Your new approved 
N.A.R.D. program is it.” 

leo Y. Conney 

Conney’s Pharmacy, Inc. 
Winnetka, Illinois 


“Keeps drug business in 
Drug Stores...” 
“We think this is the first 
s step forward by a National 
‘4 organization that. will 
have a full effect on keep- 
ing the drug business in 
the drug stores.” 


Grover F. Ivey 
Ivey's Drug Store P 
Orlando, florida “N.A.R.D. approved program is 
the answer lor ail retail drug 
stores.” 
“The N.A.R.D. approved pro- 
gram is the answer for all re- 
tail drug stores. The program 
is definitely individualized and 


“A good merchandising and pub- 
lic relations program that fits drug- 
gist's trading area.” 

“I think a good public relations 


’ 


program is the thing most needed will increase public relations 
by the drug industry today. The and business for all drug 
new approved N.A.R.D. program stores.” 

is the answer.” Frank Reese 


Reese Drug Store 


Serr ©. Corgan Houston, Texas 


Franklin Drug Co. 


Denver, Colorado “Greatest plan ever offered... 


just what we want.” 

“Every druggist needs a hard 
hitting public relations and 
merchandising program that 
will fit his local trading area. 
This is just what we retailers 
want and have been asking 
for.” 

Charles R. Seward 

Webb & Seward 

Pasadena, California 


“The real thing...am glad to be 
able to get your service ‘os 
. “For many years I tried to use dif- 
ferent forms of advertising, but 
‘ss none of them have clicked. This 
sounds to me like the real thing.”’ 


Angus H. Taylor 
Taylor Pharmacy 
Minneapolis, Minnesota 


THE DRUGGISTS PAY THEIR SHARE; 

GET A REAL BUY THROUGH VOLUME SAVINGS 
Because the subscribing druggist pays his share for his part of the B & H promotions, 
your participation in all 5 promotions earns for your product a greater store merchandising 
support than you can secure in any other way. Also, because of the benefits of volume 
production the druggist’s cost is exceedingly low. Here is the druggist's B & H Price List 
for 5 promotions: 

250 booklets per promotion $98.75; 500—$186.25; 750—$273.75; 1,000—$361.25; 1,500—$536.25; 
2.000-—-$711.25; 5,000—$1,761.25; and 10,000—$3,511.25. 

These prices include complete B & H mailings, all store services and merchandising 
materials for all 5 promotions, as outlined above. 


THE ONLY RETAIL DRUGGIST MERCHANDISING AND PROMOTION APPROVED 
BY THE N.A.R.D. (NATIONAL ASSOCIATION OF RETAIL DRUGGISTS) 


DLS. 


WRITE, WIRE OR PHONE : 


DRUGGISTS PROMOTION SERVICES, INC. 


185 North Wabash Avenue « Chicago 1, Illinois 
FR. 2-4842 
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Ketchum Promotes Pensyl tive director. He has been with the 

William E. Pensyl, copy chief of agency since 1938. Harry R. Ben- 
Ketchum, MacLeod & Grove, Pitts- der, assistant copy chief, succeeds 
burgh, has been promoted to crea- Mr. Pensyl. 


Sales soar 


when you add The Elks 


1,054,748 Elks with family incomes far above aver- 
age make hundreds of millions of sizable purchases 
each year. 

The Elks is their magazine; they naturally give 
preference to products advertised in it. 

Readership loyalty explains why advertising in The 
Elks Magazine is so resultful. 


THE MAGAZINE 


New York * Chicago * Detroit * Los Angeles 


‘Publishers Berlin, 
McGraw Named to 
P.O. Advisory Unit 


| 
WASHINGTON, June 30—Two 
publishers were among seven 
‘prominent citizens appointed by 
President Eisenhower last week to 
the revitalized public advisory 
committee of the Post Office De- 
_ partment. The publishers are Rich- 
ard Berlin, New York, of Hearst 
| Publications, and Curtis McGraw 
of New Jersey, president of Mc- 
_Graw-Hill Publishing Co. 

Others who were appointed as 
/members of the committee are Mrs. 
Consuelo N. Bailey, prominent 


_Vermont Republican leader; John 


Coleman of Michigan, president of 
Burroughs Corp.; Richard Gray of 
Ohio, president of the building 
trades department of the Amer- 
_ican Federation of Labor; Roland 
Jones Jr. of South Dakota, presi- 
‘dent of American Retail Federa- 
‘tion, and Charles White of Ohio, 
president of Republic Steel Corp. 


| 

_ABC Plans TV Movie Review 
American Broadcasting Co., New 
York, has completed arrangements 
with the Motion Picture Assn. of 
America, Washington, for a week- 
ly television series of excerpts 
\from new screen releases. Tenta- 
tively titled “Hollywood Parade,” 
the 30-minute show will bow in 
‘the fall. The ten major Hollywood 
studios agreeing to cooperate in 
the program are Allied Artists, 
‘Columbia, Metro-Goldwyn-Mayer, 
Paramount, RKO Pictures, Repub- 
|lic, 20th Century-Fox, United Art- 
‘ists, Universal-International and 
|/Warner Bros. A motion picture 


star will emcee the TV programs. 


Appoints Hicks & Greist 
| Drug Brands Inc., 


New York, 


has appointed Hicks & Greist, New | 
York, for Purex rubbing alcohol | 


and other new drug items under 
consideration. 


Radio's 


ROW 


ING 


Last year a radio was purchased every 3'/ seconds in 


the United States! 98.1% of U. S. homes are radio 


homes. 


And WGN has a weekly daytime circulation of 


2,199,000 homes — 55% of which are non-TV homes 


and 85 % of which are in the middle and upper income 


brackets*—a great audience with top buying power. 


*Nielsen Coverage Service 


i Chicago 11 
A Clear Channel Station... cies 
Serving the Middle West — a 
MBS On Your Dial 


office for Minneapolis-St. ravi, Ietroit Cincinnati and Milwaukee 
Eastern Sales Office: 220 E. 42nd Street, New Yor 17, N. Y. for New York City, Philadelphia and Boston 


Geo. P. Hollingbery Co 
Advertising Solicitors for All Other Cities 
Los Angeles—411 W. Sth Street © New York—S00 Sth Avenue ¢ 
: Chicago—307 N. Michigan Avenue ¢ 


Atlanta—223 Peachtree Street 
San Francisco—625 Market Street 
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Advertising Age, July 6, 1953 


Getting Personal 


The hottest day on record in Chicago—June 20—didn’t stymie the 
65 stags who attended Ruthrauff & Ryan’s annual golf tournament 
and dinner at St. Andrew’s Golf and Country Club. For the third 
straight year art director Tom Brogan captured the Barry Ryan Tro- 
phy, shooting a 77 on a 72-for-par course... 

Personnel of WNHC-TV, New Haven, also got out into the sun- 
light at a recent golf tourney. Prizes were donated by the station’s 
golf club and by Baker Advertising Agency, Hartford. Aldo De Do- 
minicicis, general manager of the TV outlet, furnished the food... 


Ray J. Pierson, of R. J. Pierson & Associates, Ogden, Utah, agency, 
landed on page one when Junior was born. The baby beat the 
ambulance to the Pierson home, so Pop took over until a professional 
doctor arrived... 


The Frank B. Allen Memorial award for outstanding service to 
the physically handicapped has been presented to Wesley A. Gil- 
man, president of Lewis & Gilman, Philadelphia, by the Philadelphia 
Society for Cripplec Children & Adults... 

Dave Waters, TV director at WNBQ, Chicago, will open his first 
one-man art show July 18 at the Sidney Rafilson Galleries. ..New 
president of the Alumni Assn. of Wesleyan University, Middletown, 
Conn., is James E. Stiles, publisher of the Nassau Daily Review- 
Star, Rockville Center, N. Y. He graduated with the class of 1913... 


R. T. O’Connell Co., New York, rounded out 15 years in the agen- 
cy business last week. President Raymond T. O’Connell picked up 
the tab for a staff anniversary party... 

The Central Massachusetts Disaster Relief Committee has been 
set up to handle funds to aid tornado victims there. George F. Booth, 
publisher of the Worcester Telegram-Evening Gazette, has been 
named chairman... 


FRIENDLY ‘PALS’—Men who work together can play together too, says the Pal 
Blade Co. To prove it here are four v.p.s ready to tee off at Island Hills Country 
Club, Sayville, L. I. In the usual order, Milton M. Sidney, executive v.p.; Richard 
B. Moller, v.p. in charge of self-service; S. Jesse Robinson, v.p. in charge of special 
sales, and Murray G. Kushell, v.p. in charge of advertising and sales promotion. 


There was a new role—father of the groom—for Kingsley L. Rice, 
publisher of Plant Engineering and Power Engineering, on June 20. 
The wedding of his son, Kingsley Jr., to Ann Roesing was solemnized 
that evening in Glencoe Union Church, Glencoe, Ill... 

This column reported, in the June 22 issue, that the agency men 
won the baseball game at the annual Philadelphia magazine outing 
held at the Cedarbrook Country Club. It was the other way around; 
the magazine representatives clobbered the agency men 10 to 6, even 
with Charles Kern of the C. F. Kern agency calling the balls and 
strikes... 

The Boston Ad Club has voted an honorary life membership to 
Walter E. (Haps) Myers, two-term president of the club in the mid- 
’30s. He has been with NBC in New York many years, but main- 
tained his Boston membership. . . 

William Spierer is a painter of note, and also promotion director 
of Metro Group, New York. Last week, Lt. Col. Bill Spierer (he’s 
had 20 years of army duty) also picked up a commendation for his 
work on the “1674th Newsletter,” a publication of the Army unit 
for which he is chief of the press branch... 

William B. McCredie, McCann-Erickson market research analyst, 
is back in New York after a trip to Jamaica, BWI. It was his honey- 
moon... 

President Eisenhower has congratulated Eugene Meyer, board 
chairman of the Washington Post, on his long “career of public serv- 
ice.” Occasion was the 20th anniversary of Mr. Meyer’s purchase of 
the Post in June, 1933. 

Mrs. Frank E. Gannett, wife of the head of the Gannett News- 
papers, has received an honorary doctor of law degree from the 
University of Rochester... 

A press release was edited early June 9 by Walter Addison Wat- 
son, advertising manager of Great Lakes Carbon Corp.’s Perlite 
division, Los Angeles. Release reputedly was written by Richard 
Addison Watson, born at 3:36 a.m. that day... 

William M. LeBrecht, v.p. and general manager, American Ex- 
porter, will survey the foreign scene in person. He left June 25 
for a four-week visit to England... 

June 5 was a day for wedding bells for Bill Rumpf, copywriter at 
Needham, Louis & Brorby, Chicago, and his bride, Betty Elkert of 
La Crosse, Wis. But for two other NL&B men, the big day of the 
month came later. For artist Ralph Delby it was June 7, when he 
became the father of a son, and for copywriter Donald Dickens it 
was June 12, when he became father of a daughter... 
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By tata, 


eet on the ground 


The head in the clouds may dream up a lot of startlingly 
new and different advertising ideas. 


But it takes a man with his feet on the ground to de- YOUNG & RUBICAM, INC. 


cide whether those ideas will sell goods Advertising + New York Chicago Detroit San Francisco 


Hollywood Montreal Toronto Mexico City london 
Combine both qualities in one person, and you have the 


kind of creative ability that consistently comes up with 
outstanding—and outstandingly effective — advertising. 
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Direct Mail Volume Rises 6% 


The estimated dollar volume of 
direct mail advertising used by 
American business during the first 
five months of 1953 was $517,467,- 
432, according to figures released 
by the Direct Mail Advertising| 


Assn., New York. This represents 


a gain of slightly more than 6% | 


over the figures for the first five 
months of 1952. The May, 1953, to- 
tal was $97,888,529, a gain of 344% 
over the May, 1952, figure of $94,- 
530,640. 


@umz we 


Lt 57% 


OF QUAD-CITIANS 


live on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 


' 
if 
i 
. 


The MOLINE Diseadek, 
Zhe ROCK ISLAND 7Hegus 


Foley Names Olmsted & Foley 
Foley Mfg. Co., Minneapolis, has 
appointed Olmsted & Foley, Min- 
-neapolis, to handle advertising and 
promotion for its line of power 
mowers. Previously, the agency 
was appointed to direct promotion 
for Foley’s full line of kitchen 
‘utensils. R. J. Potts, Calkins & 
Holden, Kansas City, previously 
/handled the mower account. 


‘Farrar Rejoins W. A. Case 


Cecil W. Farrar, for the past 
nine years v.p. in charge of sales 
for Richmond Radiator Co., New 
York, has rejoined W. A. Case & 
Son Mfg. Co., Buffalo maker of 
plumbing fixtures and metal prod- 
ucts, as administrative officer in 
charge of promotional sales and 
advertising. 


King Kold to Alan Cameron 

King Kold Sales Co., Oakland, 
Cal., distributor of frozen meat 
specialty products, has appointed 
Alan Cameron Co., San Francisco, 
‘to design packaging and direct 
/merchandising, promotion and ad- 
' vertising. 


Advertising Age, July 6, 1953 


Sales and PR Notions... 


| @ Speed Products Co., Long Island , 
‘City, N. Y., has been kicking off’ 
'a big pre-school promotion with. 
,a sales brochure in the form of a 
|huge (10x21”) Swingline stapler. 
Stapled shut, the book is packed 


WIR MARKET DATA 


Food Sales....... nica 


Filling Station Sales 
Passenger Car Registrations . 


In this rich market area, 10.3% of the national 
drug sales are made. This area is thoroughly 


% of total 

U.S. market 
Soexese «One 83 
eda 3,785,540 8.6 
errerr 328,990 5.9 
..$ 464,447,000 = 10.3 
éueweed $ 3,266,766,000 9.4 
sinaewl $13,613,431,000 93 
Sepak $ 739,614,000 10.1 
sKetabe 4,116,934 10.2 


covered by one single influential voice. That voice 
is WJR, which effectively and economically covers 


all this vast market 


area, day in and day out. 


Increase your sales in this vital 137 county area. 


Use WJR, the Great 


Voice of the Great Lakes. 


more than lO” 
of. the 


nations drug sales 

takes place in 
WYRs primary 
coverage area 


thie great 


of 


Of All the Nation’s Sales —» . 


Takes Place in WJR's 
Primary Coverage Area. 


hw Great laKeS | 


Merchandising Devices 


in a shiny black box (see cut) 
along with a conveniently located 
Swingline staple extractor. 

The cover bears the legend: 
“Just as easily as you extract this 
staple, you'll extract profits with 

..”’ and the inside front cover 
reads “Swingline and the big 4 


money makers.” 


e “Before—after” is the operating 
principle in Chevrolet’s latest mer- 
chandising gimmick. Chevrolet’s 
latest dealer kit includes an on- 
off mechanical device with which 
to demonstrate power steering. 
Through a switch on the dash, a 


retail salesman can cut the new 


power steering on or off while the 


|car is moving, and thus give the 


prospect a chance to compare. 


_e@ Holiday Frosted Foods Co. has 


|/ been conducting its own bridal 


showers. According to Quick Fro- 


| zen Foods, the Philadelphia frozen 


/ | 


0 | 


| furniture, 


meat packer has been lavishing 


buttered beef steaks on future 


housewives in the Philadelphia 
area, with an injunction to “feed 
that guy well”—on Holiday. 


e At today’s prices it won’t buy 
as much as a pack of cigarets, but 
Todd Co., Rochester, has been 
sending out 14¢ paychecks to one 
and all. 

Aimed at boosting, and demon- 
strating, Todd’s new Protectograph 


check dispenser, the check also 


points up a discovery of Todd sta- 
tisticians: that 14¢ a day is the av- 


'erage cost of owning one of the 


new machines, on a 10-year basis. 


Three Name Bozell & Jacobs 


Serta Associates Inc., Chicago 
mattress maker, has appointed Bo- 


'zell & Jacobs, Chicago, to handle 


its advertising. Kroll Bros. Co., 
Chicago manufacturer of juvenile 
also has named the 
agency. Previously, A. Martin 
Rothbardt Inc., Chicago, had both 
accounts. A third new account for 
Bozell & Jacobs is Chicago Spring 
Products Co., maker of spring 
units. 


Simple Simon Names BBDO 


Simple Simon Frozen Pies, Los 
Angeles, has appointed Batten, 
Barton, Durstine & Osborn, Los 
Angeles, to handle its advertising 


|A study of metropolitan markets 


will 


be made preparatory to 


/launching a plan for distribution 


VOYCC 


The Goodwill Station 
CBS Radio Network | 
50,000 watts Clear Channel 


| 
| 
| 


WIR, Fisher Building, Detroit 2, Michigan | 


'tising. Previously, 
/Thompson Co., Los Angeles, han- 


of the pies nationally on a fran- 
chise basis. 


Butay Products to Miner 


Butay Products Ltd., Los Ange- 
les maker of Raindrops, a water 
conditioner and bluing product, 
has appointed Dan B. Miner Co., 
Los Angeles, to direct its adver- 
J. Walter 


dled the account. 


Warren Corp. Boosts Robert 


Charles E. Robert, assistant ad- 
vertising manager, has been pro- 
moted to export advertising mana- 
ger for Northam Warren Corp., 
Stamford, Conn., maker of Cutex 
nail polish and lipstick, Odo-ro-no 
and Peggy Sage products. 


Bib Corp. to Wolf Associates 


Bib Corp., Lakeland, Fla., has 
appointed Leonard Wolf & Asso- 
ciates, New York, to handle mar- 
keting and advertising for its Bib 
juices for babies. Previously, 
Blaine-Thompson, New York, had 
the account. 


Barker Heads KLIX Programs 


Desmond J. Barker Jr., form- 


For more detailed information, contact WJR or 
your Christal representative today! 


WJR Eastern Office: 665 Fifth Avenue, New York 22 


Represented Nationally by the Heary I. Christo! Company 
Canodian 


Representatives: Radio Time Sales, (Ontario) Lid. 


erly radio and television director 
with Jarman & Skaggs, Salt Lake 
City agency, has been named pro- 
gram director for KLIX, Twin 
‘Falls, Ida. 
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STRONG AS STEEL—This full-color page. 
will appear this in the New York) 
Times Magazine to introduce Saberly Prod- 
ucts Corp.’s new Fiberglas luggage. 


Saberly Sets Drive 
for ‘40% Lighter’ 
Fiberglas Luggage 


PHILADELPHIA, July 2—Saberly 
Products Corp. has begun an ad- 
vertising campaign running into 
six figures to introduce and pro- 
mote its new fiberglas luggage. 

Built around the theme, “Light- 
est, Strongest Luggage in the 
World,” the campaign got un- 
der way with a full-page, full- 
color ad in the New York Times 
Magazine late last month. This 
preceded introduction of the fiber- 
glas line in four New York stores. 
The same full-color page will be 
utilized in the leading newspapers 
of 15 principal cities in coming 
months. 


@ National distribution and na- 
tional advertising will begin as 
soon as the initial newspaper 
campaign has covered all 15 cities, 
including Chicago, Los Angeles, 
San Francisco, Detroit, Boston, 
and Washington. 

Priced in the medium market 
range, the luggage will be adver- 
tised as “40% lighter than any con- 
ventional luggage on the market.” 

Entry into radio and television 
advertising will not take place un- 
til national distribution is under 
way. 

McKee and Albright, Philadel- 
phia, is the agency. 


Street & Smith Shifts Three 


Glover M. Young, advertising 
representative for Mademoiselle, 
has been named western advertis- 
ing manager of Charm, another 
Street & Smith magazine. He suc- 
ceeds Grant Chambers, who was 
recently named Charm’s national 
advertising manager. Van Behal 
has returned to S&S as West Coast 
advertising representative for 
Charm in Los Angeles. 


Three Join Grey Advertising 


Dorothy Kent, formerly with 
Irving Serwer Advertising, New 
York, has been named copywriter 
with Grey Advertising Agency, 
New York. Allen Tolchard, pre- 
viously with Cunningham & Walsh, 
New York, also has joined the 
agency as a copywriter. Leonard 
Turevlin has been appointed a ra- 
dio-television writer. 


Simoniz Appoints Davis 


John D. Davis, formerly with 
Procter & Gamble Co. and Clopay 
Corp., has joined the Simoniz Co., 
Chicago, as brand advertising 
manager. He will be responsible 
for Simoniz Non-Scuff floor wax, 
Bodyguard liquid car wax and 
other brands. 


Embassy Appoints Dunay Co. 
Embassy Men’s Apparel, New 


York manufacturer of men’s pa-| 
jamas and underwear, and its sub- | 


sidiary, Varsity Pajamas, have ap- 
pointed Dunay Co., New York, to 


direct advertising for both com- | 


panies. A national magazine sched- 
ule will start in August. Madison 
Advertising Co., New York, was 
the previous agency. 


Elmira, N. Y., Admen Elect 


‘Book Publisher Campaigns 


Grosset & Dunlap, New York 
book publisher, will start a trade 
and consumer campaign for its 
signature-book line with full-col- 
or cover and four additional color 
pages in the July 25 issue of Pub- 
lisher’s Weekly. The cover page. 
marks the first time that a four- 
color front page has been carried 
by Publisher’s Weekly. Friend- 
Reiss-McGlone, New York, han- 
dles the account. 


Irving T. Runey, head of Runey 
Advertising Agency, has. been) 
elected president of the Advertis- | 
ing Club of Elmira, N. Y. Other of- 
ficers elected are Richard P. Seem, 
Elmira Star-Gazette, v.p.; Mrs. 
Eleanor Dahlhaus, Rosenbaum’s, 
secretary, and Morey R. Berger, 
Berger’s Inc., treasurer. 


KMTV on Maximum Power 

KMTV, Omaha, has begun op- 
erating with maximum power of 
100,000 watts. The station is the 
second in the U. S. to apply for 


maximum power. 


— 


ERNEST W. EVERSZ, copy supervisor for 

Foote, Cone & Belding in New York, has 

been elected a v.p. Prior to joining FC&B 

in 1945, he had been with Batten, Barton, 

Durstine & Osborn and J. Walter Thomp- 

son- Co. in Chicago. He is copy supervisor 
for the General Foods account. 


Bingham Advertising Moves 

Bingham Technica! Advertising, 
Detroit, has moved its offices to a 
recently purchased building at 915 
E. Jefferson St. 
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Millhouse Opens Rep Office at 5124 W. Irving Park, Chicago. 

James K. Millhouse, formerly a Publications represented by Mr. 
representative for Dun’s Review Millhouse are Livestock Weekly, 
in Chicago, has opened his own | Manage, Restaurant Review South 
publishers’ representative company and Trusts & Estates. 


Learn How Modern Direct Selling 
Moves 7 Billion Volume Yearly 


|} The truth about modern Direct Sell- 
ing astonishes many who have been 
|| under-estimating this now tremendous 
‘| factor in national distribution. A 
seven-billion-dollar annual volume 
couldn't be built on small-change 
gadgets alone. It proves that modern 
Direct Selling moves plenty of big- 
ticket items. For many products and 


selling force, now used widely to aug- 
ment “orthodox” selling for extra vol- 
ume, write on business letterhead for 
“The Quickest Way to National Sales.” 
This authoritative 24-page book de- 
tails successful modern Direct Selling 
methods, reports authentic case histo- 
ries, discloses how interested compa- 
nies can get expert cost-free counsel 


services it is faster, more economical, and other practical assistance in enter- 
gives sales executives fewer headaches. _ing field. Write today for free postpaid 
For clear, true picture of this vital copy to: 


SPECIALTY SALESMAN 
The Magazine of 
Modern DIRECT SELLING 
Room 812-H, 307 N. Michigan Ave., 
Chicago 1, Ill. 


... to how easily and conveniently they can find 


of telephone 


You can get further information by calling your local Telephoné 
Business Office or looking in Standard Rate and Data (Consumer edition). 


where your products or services are sold. 


Use Trade Mark Service in the ‘yellow pages’ 


directories. 
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‘Philadelphia Inquirer’ Trains Crew of IBM 
Machines to Keep Track of Display Schedule 


PHILADELPHIA, July 1—How to 


plenty of headaches for publica- 
tion executives. 


But one daily, the Philadelphia of feeding instructions to the com- no newspaper precedent for the) 


Inquirer, thinks the problem fin- 


ally has been licked. The news- would know just what had to be) ing a machine for the job, the ex- 


paper has educated a battery of 
International Business Machines to 
know what is wanted and then 
pick out the data faster than a 
platoon of octopuses. Result: In- 
sertion errors have approached 
zero. 


PHOTO-REPORTS 


ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo- 
Reporters provides effective way to obtain on- 
location photos, reports, and releases for adver- | 
tising, editorial and research purposes. 

For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Nework 2, N. J. 


In recent years the number of The procedure was slow and pencil 
keep track of which ads run when display ads to. be processed daily marks often became illegible. | 
and where while putting out a|more than doubled with growth | 
newspaper on time has resulted in| of the Inquirer, David M. Podvey, | pre-punched cards appeared to 


business manager, told AA. What 
was needed was a precise system 


posing room so that the shop 


done hour to hour and day to day. 


s Mr. Podvey, Joseph Moore, as- 
sistant to the general manager, 


‘and Thomas Lavin, of the In- 


quirer’s accounting department, 
surveyed the problem. This is 
what they found: 

Salesmen sold ads, made out or- 
ders, wrote instructions for the 


| plant and had the account checked 


for credit. After processing, orders 
were sent to the composing room. 

Meanwhile, layout men had to 
be told which ads to run and in 
which section a specific insertion 


‘Should appear. 
| Contributing to confusion was 
the necessity of handling the orig- 


|inal order by each department. 


Use of IBM machines to compile 


offer a possible solution, but IBM | 
_experts told Mr. Podvey there was | 


system. Biggest problem in design- 


perts added, was that they did not 
— all about newspaper prob- 
ems. 


® So the Inquirer crew tackled the 
problem. They spent a year study- 
ing IBM circuit diagrams, no small 
task in itself. Finally, with the 
help of IBM men, they rewired the 
machines, designed special data 
cards and codes for advertising, 
| production and accounting depart- 
ments. 

Each card contains provision for 


ad, date of the next run, whether|be processed, when it 


It reveals 


one-fourth 


COMPLETELY NEW 
‘33 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 


LOWER PAGE RATE 
, HIGH READERSHIP 


STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 


Man! You never saw a “health-chart” 
look so HEALTHY! 


You should see the “pulse beat” of the 
women’s section in the Farmer-Stockman! 


a phenomenally high reader- 


ship of both women and men...a 
“condition’ 
tisers since this section represents over 


’ vitally important to adver- 


of the editorial content of 


each issue! 
That healthy glow also shows up very 


Recent “checkup” shows that Southwest’s fastest growing farm magazine is .. . 


brightly on the chart in the superb read- 
ership of four-color ads in the Farmer- 
Stockman. This should be remembered 
by advertisers who need “medicine” for 
sluggish schedules in the rural Southwest. 


Extremely healthy! That’s the only way 
we can read our checkup chart! You, too, 
will agree when you see the full report. 
It reveals many reasons why the Farmer- 
Stockman can be your magic carpet to 
sales success in the rural Southwest! 


401,000 SUBSCRIBER FAMILIES 


Texas 220,836 
Oklahoma . 121,818 
Kansas 24,510 
Arkansas 20,876 


| the Farmer-Stockman | | 


eee ee ee ee ee eet 


ee 5,119 
New Mexico . . 2,746 
Other States ... 8,159 

TOTAL . 401,318 


Serving the Rural Southwest for 42 Years 


OKLAHOMA CITY, 


TEXAS 


OKLAHOMA @ DALLAS, 


Affiliated with The Oklahomo Publishing Company — The Daily Oklahoman, Oktahoma City Times — WKY ond WKY-TV 


Represented by THE KATZ AGENCY, INC. 


MECHANICAL BRAINS—Scheduling and checking display advertising has been 

streamlined by the Philadelphia Inquirer with installation of the battery of IBM 

machines pictured here. All information required by composing, makeup and ac- 

counting departments are filed on cards. The machines pick out cards of all ads 

scheduled to run on any one day and print lists (left, background) for each de- 

partment. The card near the hands of the man standing at the left is a ‘Think’ 
sign intended for workers, not the machines. 


the date of first insertion of the| copy is in the plant, how it is to! proofed and proofread and size of 
is set,;the ad. Other data filed on the 


card designates which salesman 
has the account, the rate to be 
charged, when the ad arrived and 
who is to be billed. 

A card is punched for each ad. 
The information is taken from the 
/ original sales order, which is then 
‘filed in the advertising depart- 
ment. 


@ Each day all current cards are 
run through the machines to ob- 
tain information for the next day’s 
ads. The machines sort out the 
cards and print an alphabetical 
list for the composing room. The 
machines also print another ad 
listing by sections and sizes, which 
goes to the makeup men. 

Advertising control, in turn, gets 
a list of all ads on the banks so 
that size, date, and copy can be 
double checked in time for any 
corrective action. 

Finally, after ads have run, the 
| machines pick out their cards and 
print a list for the accounting de- 
‘partment. This is checked against 
_the printed newspaper for billing 
| purposes. 


= In its spare time, the IBM bat- 
|tery can get complete linage fig- 
_ures, lists of all national ads to run 
_for months ahead and other in- 
_ formation otherwise difficult to 
| obtain. 

| Besides virtually eliminating 
errors in running display ads, the 
‘machines have produced another 
_ benefit. Pressure has been relieved 
'so much that the Inquirer staff 
can spend more time on process- 
ing, checking and preparing future 
| copy. 

| The big secret in smooth opera- 
‘tions of the procedure, said Mr. 
'Podvey, is in the code used on the 
'IBM cards: The machines will do 
| the tedious work, but instructions 
| given by the person who punches 
the cards must be correct. 


Ketchum Adds Two to Staff 


Ketchum, MacLeod & Grove, 
Pittsburgh agency, has added John 
L. Wyant and Richard C. Oswant 
to its technical literature staff. Mr. 
Wyant formerly was a technical 
writer for the Union Switch and 
Signal division of Westinghouse 
Air Brake Co., Wilmerding, Pa. 
'Mr. Oswant taught English in the 
college of engineering and science 
at Carnegie Tech. 


Employers Mutuals to JWT 


Employers Mutual Liability In- 
surance Co. and Employers Mutual 
Fire Insurance Co., Wausau, Wis., 
have appointed J. Walter Thomp- 
son Co., Chicago, to handle adver- 
tising and public relations. Previ- 
ously, Reincke, Meyer & Finn, Chi- 
|cago, handled the accounts. 


| Siracuse Joins Simcock 


| L. James Siracuse has been ap- 
| pointed general manager of A. M. 
Simcock Advertising, New Orleans. 
He succeeds the late A. M. Sim- 
cock. Mildred S. Simcock will re- 
|main as the agency’s active head. 


- $$ 
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Advertising Age, July 6, 1953 
Fir Plywood Makers 
Start Big Newspaper 


Promotion in July 


Tacoma, June 30—Fir plywood | 
manufacturers will cut loose next | 
month with a six-week newspaper 
advertising promotion designed to 
double across-the-counter summer 
sales of plywood by retail lumber 
dealers. 


The campaign will use weekly | 


insertions of 100 lines and 390. 
lines in 1,626 daily newspapers | 
and will place advertising in every | 


The Swiss watch campaign for 
1953-54 will run to nine feur-color 
| pages in Farm Journal, Life, Look 
j}and The Saturday Evening Post in 
the U. S., and Country Guide, Le 
Samedi, Reader’s Digest, Selections 
du Reader’s Digest and Time in 
Canada. Consumer ads will con- 
tinue to feature the slogan “for 
gifts you'll give with pride—let 
your jeweler be your guide.” The 
Watchmakers of Switzerland, 
through Foote, Cone & Belding In- | 
ternational, is distributing to 
American and Canadian jewelers 
|a 16-page brochure which contains 
‘reprints of the nine ads so the re-| 
'tailers can use them as local tie-ins 


“the Sw for Swiss Watches , 


city in the U.S. with a daily news-| with the magazine advertising. 
paper. The Douglas Fir Plywood | 
Assn., promotion agency for the Katz Offers Film Service | 
industry, terms the campaign “the xatz Agency, New York, has set | 
biggest newspaper advertising | up Station Films to provide a film 
program ever run for any building buying service for stations it han- 
material.” | dies. Robert H. Salk, TV program 
The association’s outlay on this manager for Katz, will head Sta- 
promotion is set at $250,000 but tion Films, which begins operations 
dealer tie-in advertising, very Aug. 1. Offices are located at 30 
much a part of the total promo- Rockefeller Plaza. The service will 
tion, is expected to raise the total be an 8 non-protit bess, with 
member stations supporting the| 
outlay for newspaper advertising | operation. 
to $1,000,000. 


THIRD QIMENSION 
ae with a 


KIFENSTIR 


aeae THE MOISTURELESS,, 
~ SELF- STICKING ADHESIVE, 


IN fh 2 LIKE ee - 


23 
een = oie tae oe 
| exclusive new 


KLEEN-STIK 4 
creation 


PumpkinFie 


is Great wilh 


@ Printing and die-cutting provides simple, 


expensive 3-DIMENSIONAL displays! 
@ Gets prominent locations! 


@ Available through any printer or lithographer! a 


225 N. MICHIGAN AVE. | 
CHICAGO 1, ILL. 


KLEEN-STIK Products, Inc. 


Write TODAY for your KLEEN-STIK “Idea Kit"—FREE! 


| 
® The piywood campaign is. RO ae 
pitched to ride the crest of the | 
do-it-yourself wave. Ads urge | 


home owners and hobbyists to get, 


busy now while the weather is| 
right on summer fix-up jobs, ply-| 
wood built-ins, outdoor storage | 
units and fences, indoor and gar- | 
den furniture, boats, and remodel- | 
ing ideas and shop projects. | 

A typical headline reads: “Take 
it from your lumber dealer;) 
weather’s right, price is right. Now| 
is the time to do it yourself with 
fir plywood.” Every ad in the) 
series stresses, “See your lumber) 
dealer today. He has new plans_ 
for you.” 

The Bureau of Advertising, | 
ANPA, is working closely with the. 
plywood association in developing | 
dealer advertising to go with the. 


managing director of the plywood | 
association, said “dealer tie-in ads, | 
run next to each of the six national 
plywood ads, can tell builders, | 
home owners and home craftsmen | 
where to buy, and feature indi-| 
vidual dealer prices to capitalize 
fully on the big national produc- | 
tion.” 


s The association is sending out a| 
series of six mailings to stimulate. 
the tie-in advertising. Among the, 
mailings will be one which details | 
the program, listing every paper | 
in which the ads are running and 
enclosing proofs of tie-in ad mats 
available with the order card and 
directions to check with their 
newspapers. 

Parallel mailings will be sent 
by the Bureau of Advertising to 
newspapers. These will include a 
kit of materials outlining the pro- 
gram and containing tie-in ad 
mats and proofs. Material will also 
include editorial mats with sug- 
gestions on creating special ply- 
wood building pages. 

Newspapers are given the option | 
of running the association’s ads 
any time from Monday through 
Friday for best handling on build- 
ing pages and for tie-in adver- 
tising. 

The newspaper promotion is in 
addition to the continuing adver- 
tising of the association, which 
uses about 75 magazines and busi- 
ness and professional papers. Page 
ads are running in Life, June 27, 
and The Saturday Evening Post, 


THE ENQUIRER CARRIES MORE 


EXCLUSIVE GENERAL ADVERTISING IN ITS | 


DAILY EDITION THAN BOTH OTHER 


CANCINNATI DAILIES COMBINED. 


** Search me.. 


They’re that way in all the Space Buyers’ offices...” 


Aug. 8, and during September in 
Home Maintenance & Improve- 
ment, Pathfinder and Popular Me- 
chanics. 160 

Condon Co. is the agency. 1sq} "aesStan 
To Cunningham & Walsh 130 

Ray J. Mauer, formerly of Bat- 120 
ten, Barton, Durstine & Osborn, 110 
has joined the television and radio 100 
creative staff of Cunningham & 90 
Walsh, New York. One of TV’s 


DALY ENQUIRER 


Circulation, City and Retail Trading Zone 


NOW 


pioneer commercial writers, he 1943 44 45 46 47 48 
will work on the Liggett & Myers 


49 


50 


51 


52 


53 


— 


DAILY 
ENQUIRER 
166,413 


Post 
146,400 


TIMES. 
STAR 
143,197 


Source’ A. B.C. Publishers’ Statements, Sept. 90 of cach year 


account. 


And on the other side it says: More and more national 
advertisers are recognizing Cincinnati as a morning- 
newspaper town. Proof? More lines of national adver- 
tising are carried exclusively in the Daily Enquirer than 
in any other Cincinnati daily. (Source: Media Records) 


Represented by Moloney, Regan and Schmit, Inc. 
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Appliance Dealers Complain of Too Much 
Competition, Pin Blame on Manufacturers 


Cuicaco, June 30—The read- 
justment of retailers to the new 
buyers’ economy—a problem 
which has been  preoccupying 
many business groups in the last 
year—got a great deal of attention 
at the mid-year meeting of the 
National Appliance & Radio-TV. 
Dealers Assn. which ended today. | 

The blame for the appliance 
dealers’ dilemma—too much com-. 
petition—was placed directly on 
three factors by all of the speak-| 
ers on this subject at the three-| 
day gathering. These are price- 
cutting practices, over-production | 
by manufacturers and too many 
dealers in the field. 


| by attempting to be “all things to 
all people.” 


® Harry Alter, president of Harry 


they will become exclusive deal- 
ers of one complete line, obtain- 
ing along with such franchises, 
reasonable territory protection.” 


manager of distribution of the ma- Alter Co., a large Chicago distrib- 


jor appliance division of General utor, said that neither franchises 
Electric Co., Louisville. ‘nor any other measure will reduce 


He said that franchises will as- the excess of dealers, manufac- 


sume critical importance in the turers, distributors and lines. Only 
future as the appliance industry | the oldest law of nature—survival 
swings into a period of “deep re- of the fittest—can do this, he said. 


adjustment.” 

The elements for an “ideal busi- 
ness relationship” are still abun- 
dantly available in major appli- 
ance franchises, the GE executive 
said, “if only dealers, distributors 
and manufacturers make the effort 


to reestablish the intent and the. 


integrity of these commercial 
charters.” 


Another challenge to the indus- 


Inevitably, the remedies sug- try, he said, is to appreciate that 


gested pointed to the appliance 


there is immensely more effi- 


The ranks of manufacturers and 
distributors are already thinning 
out through increasing mergers, 
consolidations and purchases, Mr. 
Alter declared. 

“You'll eventually see in this 
country about ten big-name com- 


all others either out of the picture 
/or relegated to a position of un- 
'importance,” he said. 

| “As dealer ranks thin out, and 
/as manufacturer lines of products 


manufacturers. The general feel-| ciency—and subsequent profit—| become broader and more com- 


ing is that they have encouraged | 


for dealers if they concentrate up- 


| 


| plete, the day of full-line and ex- 


price-cutting by producing too on a limited line of manufactured clusive dealerships will not be far 
much and too many lines and then _goods, rather than disperse and 
forcing this excess on the distrib- dissipate their individual efforts 


utor, who in turn has been trying | 
to get the retailer to sell at cut-) 
prices to move the merchandise. 


ws The question of franchises to 
help reduce the number of deal- 
ers and at the same time eliminate 
operators of questionable char- 
acter was debated. 

Wallace Johnston, head of the 
association, put his faith in the 
franchise plan. Noting that it has 
been predicted that eventually the 
appliance industry will follow the 
pattern of the automotive field in 
using limited franchises, he fa- 
vored speeding this day along. 

“Let’s define our loyalties, 
choosing the brands and the dis- 
tributors we know we can trust,” 
he said. 

He said that the meaningful 
franchises would allow the few 
dealers left to do a good volume on 
a fair inventory, stock parts and 
render service within a protected 
territory. 


= He said that a survey by the 
association on the cost of doing 
business disclosed that “the mar- 
gin of profit for the appliance and 
television dealer must be increased 
to where he can compete with the 
builder or the favored account on 
equal terms. He needs both the 
volume they siphon off with their 
pricing advantage and a compar- 
able profit to do the full, honest 
sales and servicing job our type of 
business requires for continued 
customer good will for our firms 
and our brands.” 

He noted as a healthy sign of 
manufacturer cooperation that 
many television makers have 
agreed to retain models in their 
line for a full year. 

At its mid-year meeting last 
year, the association came out 
with a statement asking manufac- 
turers to follow a one-line-a-year 
policy (AA, June 30, °52). 


se Another .speaker favoring the 
franchise plan was H. A. Warren, 


A Technique for 
Producing Ideas 


e do the money-making ideas come from— 
b anny ideas that make successful novels, radio 


| off. Smart dealers will start shap- 
|ing their affairs for the day when 


plete-line national brands, with 


® Mr. Alter also criticized appli- 
ance advertising. 

“All retail advertising and sales 
campaigns too often feature ‘low- 
est prices,’ or ‘bigger trade-in al- 
lowance,’ or ‘no money down,’ or 
‘25¢ a day,’ or ‘free installation,’ 
or ‘free premiums’—or just out- 


right discount offers. Seldom do. 


we see ads in our daily papers 
|telling a product feature story— 
why someone should buy the 
product,” he concluded. 

| Joe Lydon of F & H Power & 
Appliance Corp., Peoria, IIl., urged 
the dealers to push the sale of 
j}home food freezers. 

| He said that the fly-by-night 
freezer food plans had taken the 


| wrong track in trying to sell the) 


housewife on the savings of a 
food freezer. 

| The housewife wants to be sold 
‘on the convenience of the food 


Advertising Age, July 6, 1953 


| freezer, he pointed out. The sav- 
ings angle only justifies her pur- 
chase. 

‘= Don Gabbert, NARDA direc- 
tor from Minneapolis and chair- 
man of the group’s educational 
TV committee, announced at the 
end of the meeting that the deal- 
er association is setting up a sep- 
|arate corporation to be called the 
|NARDA Educational Television 
' Foundation. 

The foundation will seek to pro- 
mote public interest in education- 
-al television in each of the 194 
areas in which the service proves 
practical that does not yet have its 
application on file, he said. 

The foundation is seeking $200,- 
000 in donations from members to 
/support a three-year drive. 


Ex-Cell-O Boosts Huffman 


George L. Huffman, assistant 


sales manager for the Pure-Pak di- 
| vision of Ex-Cell-O Corp., Detroit 
/maker of precision machines, tools 
and parts, has been promoted to 
/division sales manager. 


rograms, moving pictures, advertising cam- 

ealene, and businesses? James Webb Young, 
one of the highest paid idea men in the adver-— 
tising business, set out to answer this question | 
for his students at the University of Chicago. | 
The result is a little book that you can read in | 
an hour but will remember the rest of your life. 
In the simplest and clearest of languages, Mr. | 
Young has succeeded in describing the way the 
mind works in all creative people. He gives you 
the FORMULA which they consciously or un- | 
consciously follow in producing ideas. He shows 
you how to train your mind so that iden | 
production is, as he says, 
“as definite as the proc- | 
ess by which motor cars 
are produced.”’ Enthusias- 
tically endorsed by edi- 
tors, college os essors, 
8 men, 

salesmen, and siness 
executives who have read 
it. Send for your copy of 
A TECHNIQUE OR 
PRODUCING IDEAS now. 
Only $1.25 postpaid. Mon- 
ey k if you don't say 
it is worth $10 te you. 


Advertising Publications, Inc. 
200 E. IMinols St., Chicago 11, Il. 
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“ New York Sunday News Sections circulation 
q & percentage of family coverage 


FullRun ...... 4,128,713—total city, suburban, and country 

Country ....... 1,668,753—outside New York City and fifty mile zone 

City & Suburbs . . 2,459,960—62.0%, in New York City and fifty mile zone 

Split Run... .. . 1,229,980—31.0%, every other copy in New York City & suburbs 
Manhattan .... 1,165,450—64.0%, in Manhattan, Bronx, Staten Island: suburban 


New York, Connecticut, & Northern New Jersey 
Manhattan-Bronx 688,338—62.4%, in Manhattan, Bronx, Staten Island 


Westchester . . . . 


158,195—64.8%, in Westchester, Fairfield & Putnam counties 
959,722—63.2%, in Brooklyn, Queens, Nassau & Suffolk counties 
450,013—56.6%, in the borough of Brooklyn only 


Queens-Long Island 509,709—70.6%, in Queens, Nassau & Suffolk counties 


302,240—65.4%, in the borough of Queens only 

- 207,469—79.7%, in Nassau & Suffolk counties 

334,788—53.0%, in Newark & nearby Southern New Jersey counties 
191,012—65.5%, in Passaic and in Bergen and Sussex counties 
119,428—69.6%, in Hudson county, except Arlington, East Newark, 


Harrison and Kearney 
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Advertising Age, July 6, 1953 


L. I. Daily Tosses 
in Towel and Trio 
Buys L.I. Weekly 


New York, June 30—Two Long 
Island newspapers—the Williston 
Times and the Nassau Daily Re- 
view Star—were in the news last 
week for opposite reasons. The 
former has been taken over by 
three young men with big ideas 
for success, and the latter has gone 
out of business because of mount- 
ing costs. 

James Stiles, owner of the Re- 
view Star, laid the demise of his 
paper to rising printing costs. The 
daily newspaper’s circulation was 
less than 40,000 in its last edition. 
Its editorial staff has been ab- 
sorbed by one of its major com- 
petitors—Long Island Press, 
owned by S. I. Newhouse. 


@ The Williston Times, a week- 
ly with 10,000 circulation distrib- 
uted in West Park, East Williston, 


Roslyn Heights, New Hyde Park, 
|Mineola and Albertson, has been 
bought from John Black by Jo- 
seph L. Merendino of Benton & 
Bowles; Ted Julian, formerly of 
the tabloid Brooklyn Duily, and 
Jack Dazzo of U. S. Camera. 

The new owners are inaugurat- 
ing a strong editorial policy of 
community betterment and will 
concentrate on local news events. 
Advertising rates will remain un- 
changed until the circulation in- 
creases, Mr. Dazzo said. 


To Malone, Moore Associates 


Reliable Steel Drum Co., Bridge- | 
port manufacturer of custom- 
coated drums for corrosive chemi- 
cals, has appointed Malone, Moore 
Associates, New York, to handle 
its advertising. 


Morvant Enters PR Field 

| R.H. Morvant, New Orleans in- 
dustrial relations consultant, has 
expanded into the public relations | 
field. Gwen Lane has been ap- 
pointed head of the p.r. depart- | 
ment. 


HERBERT LEEDS has been named advertis- 
ing manager for Exquisite Form Brassiere 
Inc., New York. He has held similar posi- 
tions with Artistic Foundations, and A. S. 


Journal for Nurses, has appointed 
Eschen & Roe, Los Angeles and 
San Francisco, as its West Coast 
representative. Medical Economics 
Inc., Rutherford, N.J., also has 
named the agency as West Coast 
representative for Medical Eco- 
nomics. 


Mutual Promotes Two 


Bertram J. Hauser, director of 
cooperative programming for Mu- 
tual Broadcasting System, New 
York, has been promoted to v.p. 
in charge of the network’s co-op 
operation. Herbert Rice, director 
of new program development, has 
been advanced to v.p. in charge 


‘of programs. He will continue to 


work with General Teleradio sta- 
tions on new program ideas. Tele- 


radio is the largest Mutual stock- | 


holder. 


Beck Shoe Corp. Mr. Leeds will take charge. 
of an expanded program of magazine, | 


newspaper and transportation advertising 
which is being planned. 


Two Appoint Eschen & Roe 


Nightingale Press Inc., Ruther- 


‘ford, N.J., publisher of R.N.-A 


Moeller Joins G. M. Basford 


Robert Moeller, formerly as- 


sistant advertising manager of Cru- 
i\cible Steel Co. of America, has 
‘joined G. M. Basford Co., New 
York, as an assistant account ex- 
‘ecutive. 


| | 


Table d’hote ... or ala carte! 


The Solid Feeder fancies the table Whote, 
says “Bring it on!” from clams to Camembert, 
with a second cuppa cawfee ... But the gal with 
the figure goes for a green salad. Some people 
pressed for time, conserve calories or cash. The 
a la carte bill gives every 


Tie national advertiser can now cover the 
New York market d /a carte in Sunday News 
Sections, bite size or the works. He can select the 
geographic section or population package which 


customer a break! 


best fits his plans, inclinations, or budget. 
The advertiser can localize efforts on Long 


Island, get prospects in Passaic-Bergen, hit cash 
registers in Hudson. New York City and suburbs 
is separately packaged, with full or half coverage. 
Two boroughs have individual Sections. Full Run, 
with more than 4,000,000 circulation, covers the 
metropolitan market... plus the best of the US! 


Each Section gives the advertiser more sales, 
customers, and profit than most major markets 
elsewhere...offers more comprehensive coverage 
in this area than any other medium, including 
New York newspapers, radio, and TV! 


Locat merchants have successfully used the 
Sections for years, moved goods of every type 
in volume. These Sections are proven media. 

The Sections listing opposite offers choice 
choices! For all the facts, ask any News office. 


THE 4 NEWS, New York's Picture Newspaper 

with twice the circulation of any other newspaper in America... 

220 East 42nd Street, New York City ... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 
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‘Westinghouse Uses 
Closed TV to Show 
New Radio-TV Line 


| New York, July 1—Westing- 
‘house Electric Corp. will use 
‘closed circuit television to intro- 
duce its new radio and television 
‘line to dealers and distributors 
throughout the country. 

Originating in New York, the 
telecast will be carried on a 33- 
|city hookup. Fuller & Smith & Ross 
\is supervising the production in 
cooperation with NBC. The TV 
unveiling will be staged July 8, 
with local meetings to discuss 
jsales and advertising plans fol- 
lowing in each of the cities. 

Performers will include Betty 
Furness, Westinghouse’s video 
saleswoman, and Rex Marshall, 
Ben Grauer, Dr. Roy K. Marshall 
and Herman Hickman. 

Sheldon Myers, manager of ad- 
vertising and sales promotion for 
the company, said the telecast will 
be the “kick-off of the most elab- 
orate fall promotion program ever 
attempted by Westinghouse tele- 
vision and radio.” 

Details of the fall ad campaign 
will be revealed at the time of 
the closed circuit telecast. 


WESTINGHOUSE SETS 


TRADE-IN CAMPAIGN 
MANSFIELD, O., July 1—West- 
|inghouse Electric Corp., which 
|recently wound up a six-weeks 
|campaign to move major appli- 
ances (AA, May 4), is following 
up with another drive built around 
trade-in offers. 
| The new effort began with pages 
in Parade and This Week Maga- 
|zine for refrigerators. The copy 
| plays up Westinghouse dealer out- 
lets as  western-style “trading 
'posts” where old refrigerators— 
‘and money—can be swapped for 
new merchandise. 

Point of sale displays and news- 
| paper mats built around the “trad- 
‘ing post” theme have been sup- 
|plied to dealers. 
| Ads to run in subsequent issues 
of Parade and This Week through 
Aug. 9 will push ranges, freezers, 
| washers and dryers, water heaters 
_and dishwashers in that order. 
| 
Knight to Beaumont & Hohman 

Karl E. Knight, formerly asso- 
ciated with Brooke, Smith, French 
|& Dorrance, Detroit agency, has 
|joined the Detroit staff of Beau- 
‘mont & Hohman as assistant ac- 
count executive. 


4 A's Elects New Member 


| Charles Tombras & Associates, 
| Knoxville, Tenn., has been elected 
to membership in the American 
Assn. of Advertising Agencies. 
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Screenless Printing: 
the BLACK BOX 


method of 


fine Color Printing 

for Black and White) 
gives you faithful 
reproduction in any size up 
to 40x60” at unbelievably 
low cost! Used by leading 
National Advertisers 


Get the facts! 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, Inc. 
845-53 W. ERIE ST., CHICAGO 22 


Nome. 


Address 


City = 
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12,000 Listeners Tell Mutual Who 


Sponsors Fulton Lewis Jr. Newscasts 


New York, June 30—Fulton|indeed they make it possible for 
Lewis Jr. and Mutual Broadcast- me to stay on the air...I might 
ing System took quite a gamble mention in passing, that whenever 
last week. you are able to patronize them, 

They made a test to see whether whatever their line may be, you 
Mr. Lewis’ listeners paid any at- actually become a partner in help- 
tention to the commercials on his ing to maintain this broadcast on 
newscast. The commentator took the air... 
the direct approach—he asked his | 
listeners to drop him a card jotting = “It would help me a great deal 
down what they could remember if you would tell me about the 
about the commercials. commercial announcement which 

He made his appeal on Monday you heard a few moments ago. I 
night as follows: |/want you to tell me what it was 


listeners if you won’t do me a very ested in knowing how much at- 
small but a very important... .favor.| tention you paid to it.. .how much 
I’ve been asked to take a survey jit sinks in because that in a con- 
among you...for the information| siderable degree is a clue as to 
and edification of some very im-| whether the advertising dollars 
portant people—my sponsors... which he is spending on this pro- 
They make it possible for me to! gram are worth his while. Natural- 
maintain my staff and to do the!ly if he’s to stay in business it’s 
investigative work that lies be- necessary for him to have a very 
hind these nightly broadcasts and real, very positive return from 


RHR EKREREKEKKKK KKK h kh hk kk kkk kk 


© We receive our greatest 
response from Army Times and 


Air Force Times. ® ® 


ROSENFIELD UNIFORM CO. ® BOSTUN, MASS. 
SEND FOR new Market Data Book—it's yours for the asking. 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(All Members: Audit Bureau of Circulations) 


Branch Offices: 
New York © Chicago 
Detroit @ Los Angeles 
‘San Francisco ®@ Tokyo 
london @ Frankfurt 


fa Home Office: 
3132 MSTNW. 
WASHINGTON 7, D.C. 


“I want to ask you very good about. The sponsor will be inter-| 


those advertising dollars.” 

| The following night Mr. Lewis 
again asked his fans to drop him 
a postcard, jotting down the name 
of the sponsor, his product and 
something about his commercials 
on the show. 

By Wednesday the mail was 
pouring into Mutual’s New York 
|office. Within four days 12,000 re- 
plies had been received. The earl- 
iest ones came by wire, but most 
people wrote letters, and only a 
_few sent the suggested postcard. 


| 
| 
| 


. At mid-week eight employes 
\from the network’s co-operative 
programming department 
_busy plowing through the mail. 
| The data will be tabulated and re- 


|ports on the results forwarded to 


_MBC stations and the 750 adver- 


/mentary locally on 362 stations. 


| The mail which has been read so 
| far is the sort which will make Mr. 


|Lewis, his sponsors and Mutual 


very happy. His listeners—though 
they received no advance warning 
of the test, according to the net- 
| work, came through like eager- 
beaver students who had had a 
look at the questions before the ex- 
amination. 
_ Some of them recited the com- 
mercial verbatim. A little girl from 
Harrisburg, Pa., wrote that Hoo- 
ver’s Furniture Store was the 
/sponsor on the station where her 
|parents listened “quite frequent- 
ly,” that they had bought furniture 
| at. Hoover’s not too long before and 
_ would go back there when they 
‘needed more. 

A man from Houston wrote that 
|he heard Mr. Lewis under the 
sponsorship of Western Savings & 


were | 


'tisers who buy the Lewis com-| the world at your finger tips with this new. 


om 
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them down. But he correctly iden- 
tified Dodge as the sponsor. 

A Hartford fan wrote Mr. Lewis 
that he had asked Gray Mfg. Co., 
the local sponsor, “to cut down on 
the commercials and make them a 
little more snappy” and that his 
request was granted. He added: 
“Gray is doing much better busi- 
ness than when you took hold of 
him. It isn’t the sponsor who pulls 
the tricks, it’s the commentator.” 


@ There were a few writers who 
assured the newsman that they 
would buy any product on his 
show. Mutual hasn’t had time to 
cross-check these yet to see if 
they came from people covered by 
areas where the show is carried 


/sustaining or if they are listeners 


| GLOBAL—Betty Flournoy, United Air Lines | 


| stewardess, shows what is meant by having 


| plexiglass display for the company’s ticket 
offices in 78 cities. 


| 
| | 


“Your broadcast is great and so is. 
your sponsor, Derby Oil Co.” A 
wire from Los Angeles read: 
“There is no doubt as to the rating 
of Ronson Family Group Insurance 
and Best Foods and Fulton Lewis | 
Jr.” 


s A New York listener gave the 
|precise details of a public service 

|/announcement carried on WOR 

‘for the coming Dodger-Yankee 
|charity baseball game, including 
| the price of tickets and where to| 
| get them. A couple from Danville, | 


|Va., identified their station as| 


_WDVA, their sponsor as American | 
|National Bank & Trust Co., an) 
| “old and very fine organization,” 
| which urges listeners to set up a 


'“fund for fun savings account to/} 


|Loan Assn. He added: “I want to have when vacation rolls around | 


/extend my thanks [to them] and 
|assurances of some business from 
ime at some early date.” 


again.” 
In New York a man confessed | 
| that he never listened to the com- | 


who muffed the test and didn’t 

remember the sponsor’s name. 
At any rate the survey has pro- 

vided the 200 odd MBS stations 


which do not have advertisers for 
‘the newscast with some attractive 
/sponsor bait. Mr. Lewis, whose 


program was the first network 
newscast to be made available for 
local sponsorship, has more back- 
ers than any other year-around 
co-op attraction. Only Mutual’s 


‘baseball “Game of the Day” has 


a more impressive lineup of ad- 
vertisers. 


Fawcett Kills Comics Group 


Fawcett Publications Inc., 
Greenwich, Conn., will discontinue 
all comics magazines now pub- 
lished and distributed nationally. 

he move is effective following the 
circulation of all issues now in 
production. 


Young Appoints Cass 

Calvin S. Cass, formerly with 
Crosley Broadcasting Corp., has 
been added to the radio sales staff 
of Adam J. Young Jr. Inc., New 
York radio-TV station representa- 


A listener from Wichita wired: mercials, said he always turned tive. 


EXCLUSIVE SALES OFFICES: NEW YORK @ 


problems go. 


CINCINNATI 


for the WLW-Stations. They’re 


....... that’s just what your sales problem is 


famous for 


bulldozing the stubbornest sales to success be- 
cause only the WLW-Stations have the Client 


as your ad dollar is handled, so your sales message goes over 


GROSLEY broadcasting corporation 


@ DAYTON © COLUMBUS @ CHICAGO @ ATLANTA @ HOLLYWOOD 


Service Department composed of advertising and 
merchandising specialists who study and solve your 

sales problem. 

And the WLW radio and television stations have the 
coverage—over 1/10th of America—millions of ready- 
to-buy people who see and hear about your products daily. 
What’s more, the WLW programs on both radio and TV 
are packed with popular, professional talent to put over 
your sales message. 
So why let sales stumps stand in your way. Get at your prob- 
lems with WLW-Stations and watch your sales grow and your 
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National Advertising Expenditures in 
Eight Media from 1948 through 1952 


(Millions of Dollars) 
1950 : 195} 1952 
NEWSPAPER 


om : a ’ 
: Lilies i MAGAZINES” 
BUSINESS 


PUBLICATIONS» 
300 


2 


NETWORK TV, 
_ NETWORK RADIOn 


SET anand 
en: 


I 9 
sage 194 


~ww~wveewewweerrtweewe.,,. 


200 | 


ee ee ee ee ae 


100 a 
7 | NEWSPAPER 
eer SECTIONS ™ 


“FARM PUBLICATIONS 
0 WEEKLY NEWSPAPERS 


Sources for the figures used in this chart are: 

Newspapers and sections—Bureau of Advertising, American Newspaper Publishers Assn. 

Magazines, network radio, network TV and newspaper sections—Leading National Advertisers Inc. 

Farm publications—Farm Publication Reports Inc. 

Business publications—Estimates of A. R. Venezian, McGraw-Hill Publishing Co., as published in In- 
dustrial Marketing. 

Weekly newspapers—Estimated 

Note: Newspaper section figures for 1948 are based on advertising appearing in the following sec- 
tions: The American Weekly; First 3 Markets Group; N. Y. Herald Tribune-This Week; N. Y. Mirror 
Magazine; N. Y. Times Magazine; Parade, and This Week Magazine. Figures for 1949, 1950, 1951 
and 1952 include these sections plus Puck—The Comic Weekly. 

Newspaper section figures included in the Bureau of Advertising’s figures for newspapers & sec- 
tions include all national advertisers’ investments in The American Weekly, Metropolitan Group, Parade, 
This Week Magazine, and ‘‘the many other smaller publications distributed ...as sections of Sunday 
(or Saturday) editions of daily newspapers.” 

Magazine figures also include ad revenue of six national farm publications measured by Leading 
National Advertisers Inc. Revenue for these six publications is also included in the Farm Publication 
Reports Inc. farm figures. 

Network TV expenditure figure for 1950 does not include revenue of the DuMont Television Network. 


’ ’ ito $4,999 incomes )—735,548,405. 
Parade’ Produces ‘Add 58.9% to give a ‘guns and 
|butter’ ratio for 1953 in terms of 
Googols to Support 1939 dollars—1,168,806,416. Sub- 
H . tract 101, the approximate number 
Circulation Story of newspaper readers who ‘never 
New York, June 30—Homer look at _ pictures’—1,168,806,315. 
Smith, a man who spent years | The exact figure we had in mind 
and years in the agency business all along!” 
and escaped with his sense of Thrown in by Mr. Smith as a 


humor, has just produced a pro- sort of postscript are these para-_| 


motion piece for Parade that’s graphs: 
bound to get belly laughs along | 
Madison Ave., if not in the Time you can get some exciting results 
& Life Bldg. | 

Entitled “Consider the Googol,” | 168,806,315) by annual per capita 
a mathematical term for 1 fol-| averages—for incomes ($1,744), 


lowed by 100 zeros, the piece savings ($211), taxes ($954) and 


|So and so... 
“Moral: 


declares: 
“The plain fact of one-time | 


Every day, it seems, still another | ber the Googol!” 
publisher resorts to progressions, 
projections and suchlike double- 3 Join Grant Advertising 


“If you’re interested in MONEY, 


by multiplying our X figure (1,-— 


When you fool with) 
ABC circulation has lost its shine, figures, don’t be fooled—remem-_ 


talk to suggest giant size, colossal | 


power, infinite influence. Well, if 
this is the game, it looks like fun. 
Please include us in... 


s “NOW PARADE IS FIRST TO 
CLAIM (without much fear of 
being believed) A NEW HIGH IN 
WEEKLY READERSHIP (pres- 
ent, potential and preposterous): 
1,168,806,315 constant readers 
(sources: ABC, SRD, S. Dali, Enc. 
Brit., P.I.B., XYZ).” 

Parade’s methodology in arriv- 
ing at this “figure-to-end-all- 


figures,” according to Mr. Smith, | 


involved six easy steps, to wit: 
“Start with Parade’s documented 
total of regular weekly readers— 
12,892,000. Multiply by 3.2, the 
corrected coefficient of friction 
(aways present 
homes) —41,244,400. Multiply that 
by 3.49 for expansion (especially 


in hot and humid weather)—143,- | 


942,956. 


s “Multiply this by 5.11, the num- 
ber of earners per family ($2,000 


in American | 


Grant Advertising Inc., Detroit, 
has added three staff members to 
_work on the Dodge passenger car 
account. They are Thomas A. 
Tucker, formerly national adver- 
tising manager for Burroughs 
Corp., an assistant account execu- 
tive; Charles J. McLaughlin, form- 
erly with MacManus, John & Ad- 
ams, copy staff, and William J. De- 
Grace, formerly with “Ward’s Aut- 
omotive Reports,” assistant to the 
public relations director on the 
Dodge account. 


‘TV Guide’ Adds Toronto 


TV Guide has added another 
_edition—this one in Toronto, Can- 
ada, effective June 24. The Lake 
Ontario edition, with Robert Peif- 
fer as regional editor, marks the 
first time the magazine has been 
sold outside the U. S. in volume. 


Morin Joins Consolidated 


mercial manager of KPOA, Hono- 
lulu, has been named Pacific Coast 
account executive for Consolidated 


ae Sales, New York TV. 


film distributor. 


Charles E. Morin, former com- | 


Voi. o} 


Editors and Newscasters 
Rely on the Auto Industry's 


Aithoul 


In television, radio, magazines, and newspapers, AUTOMOTIVE NEWS is 
the most quoted source for up-to-the-minute news of America’s No. 1 indus- 
try. Editors and newscasters depend on it, and— 


So Do the Decision Men in These 2 Big Markets 


CAR DEALERS 


More than 29,000 car dealers read 
AUTOMOTIVE NEWS every week. They 
rely on it for news and features about 


* 


MANUFACTURERS 


The top executives in the nation’s auto- 
motive manufacturing plants turn to the 
industry's “Voice of Authority” for news 
assembled from all over the world by 


their big part of the industry—one that's 
now bigger than ever before. Recent inde- 
pendent surveys prove: the car dealer is 
now the No. 1 service market. He uses 
more parts, buys more equipment, and 
renders more service than ever before. 


* * 


seasoned correspondents and writers— 
recognized specialists in the automotive 
field. New developments in Washington, 
statistics, trends, fact-founded predictions 
—they're ail reported and analyzed in 
AUTOMOTIVE NEWS, 


ABC audited circulation: 40,000, Readers per issue: over 120,000. 
Subscription price: $8.00 per year—highest in the industry. 
Renewal rate: 88.3% (ABC audited)—highest in the industry. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INOUSTRY 


PENOBSCOT BUILDING 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York— Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-6871 
Chicago —J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles—R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodword 3-0495 
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oxi CONVAIR CORP. President, Gen. Joseph T. McNarney, 
eg , USAF, retired: “There are few responsibilities greater 
in these days of international tension than keeping the 
American public appraised of current events. No agency is 
‘fulfilling that responsibility better than LIFE Magazine.” 


— 7 
TUNA PACKERS P’res. J. B. Lane: 
“LIFE helped us double sales of ‘Breast- 
O-Chicken’ tuna in a few years. It is as 
good an advertising medium as exists.” 


HOTEL DEL CORONADO Man. 
Dir. H. S. Ward: “LIFE is the most 
popular magazine here. Our guests 
rely on LIFE for news and features.” 
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AVOCADO RANCHER P. KR. Hurd: “LIFE is valuable to ranchers and farmers, 
not only for its news, but also because of its informative articles on up-to-date 


methods in agriculture. It presents good pictures and texts of great interest to me.” 
In the course of 13 issues LIFE reaches 43% of all households headed by farmers.* 


PIGGLY-WIGGLY food chain owner, WALKER’S DEPT. STORE Pres.G.A. 
D.D. Williams, Jr.: “LIFE is the key to Scott:**My buyers use pages from LIFE 
our annual promotions in all 14 stores. to show manufacturers which lines we 
LIFE readers are our best customers.” want most. LIFE tie-ins up sales.” 
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OURISTS and tuna, avocados and aircraft—these 
la only some of the commodities by which 
San Diego earns iis living, and fashions a colorful, 
sun-warmed way of life that is unique among U. S. 
cities. 

Even the thermometers are shorter in San Diego, 
since temperatures vary only 21 degrees through 
the year. But the interests of San Diego’s people 
range far and wide —from deep-sea research to one- 
man airplanes—from chimpanzees to souped-up 
Cadillacs —as you see in the pictures on these pages. 

Perhaps that is why, as in city after city across 
the nation. 3 out of 5 of San Diego’s households — 
92,010 in ali—are readers of LIFE.* 


Certainly they share the universal American 


| SAN DIEGO? 


hunger to see and know and understand . . . the 
curiosity about folks next door and peoples across 
the sea that is satisfied only by LIFE’s special kind 
of picture-and-text reporting. 


On these pages you see how the people of San 
Diego, like people everywhere, respond to LIFE. 
You see how admiral, rancher and engineer . . . 
fisherman and food store owner . . . bishop and 
boniface . . . each feels the impact of LIFE upon 
his individual interests, as well as on his general 
concern with the way people live and work and 
play together. 

*From A Study of the Household Accumulative Audi- 
ence of LIFE (1952), by Alfred Politz Research, Ine. 
A LIFE-reading household is one in which any adult 
member has read one or more of thirteen issues, 


What happens to PEOPLE... 
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“POP” MILLAR DAY for beloved local juvenile officer was covered by LIFE 
in 1947. “Pop” says: ‘At least 1000 people whom I had never seen before said, 
‘You are the policeman who was in LIFE.’ To this day, people remember me.”’ 


FLIGHT ENGINEER W.F. Chana built world’s smallest 
airplane from scrap and surplus parts (LIFE, Dec. 20,48): 
“LIFE’s story on the Wee Bee brought all kinds of mail 

some wanted to buy it and some were just curious.” 


GADGET-LOVING Louis Mattar equipped his car with everything from 
shower to kitchen sink for non-stop drive cross-country (LIFE, March 10, 
1952). He says: “I had phone calls from all over. I even got letters from 
London and Paris—so many the post office made me pick them up myself.” 


SEA LIONS are supplied to zoos and circuses 
by hunter John Zolezzi (LIFE, Jan. 6, 1917). He 
says: “I had letters from all over the world, and 


made all the papers — here and even in London.” 


What happens to 
INSTITUTIONS... 


— 
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SCRIPPS INSTITUTE of Oceanography, Professor 
C. E. ZoBell: “It is important to inform the public 
of scientific discoveries, a job LIFE does with enter- 


taining and educational picture stories each week 


11th NAVAL DISTRICT Commandant, Rear-Ad- 
miral J. W. Roper: “LIFE has proven an excellent 
publication in bringing up-to-date news of world 
events to business naval personnel.” LIFE is read 
in 64.4% of all households in the 11th District.* 


BISHOP»)! San Diego sCatholic Diocese,C.F. Buddy: 
“T know the effect of LIFE because many of our peo- 
ple bring articles to my attention for discussion.” 


ZOO DIRECTOR Belle Benchley is also a best-sell- 
ing author. “LIFE brings the world closer to millions, 
and through its pictures makes a great many people 
aware of the news. Its stories of wild and domestic 
animals in particular help to educate and inform.” 
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|They are already booked for ap- 
/pearances in the Southwest and 


Ivor Boden and Charles Silvern— | 
appear without their bear dis- 
; Canada. guises. They also have been fea- 
Boost Sugar Crisp | Traveling 25 weeks a — — tured at feod and home shows in) 
have “played” in more than |Cincinnati and Philadelphia. In 
Supe rmarket Sales supermarkets in three years. Com- | addition to the store bookings, they | 
New York, June 30—Benton & bination advance man and man-|visit orphanages, hospitals and 
Bowles has come up with a lively |ager of the Sugar Crisp troupe is schools. | 
point-of-sale promotion for Sugar Stan Warren of the Benton &| The “bears” usually spend one) 
Crisp cereal. | Bowles publicity department. In| week in each city, covering an | 
The gimmick is a trio of midgets addition to setting up the bears’ |average of five markets a day. In_ 
who bring the three little bears schedule, he arranges for radio- Memphis they visited 43 stores in| 
on the Sugar Crisp package to life. TV appearances, etc., for thea single week. 
General Foods approved a national midget performers, who have had| Their Sugar Crisp personal ap- 
tour for the midgets after they motion picture, TV and stage ex- pearance act lasts 30 minutes and 
had a test run in several markets | perience. He works closely with! generally plays to a good house. 
in New York and New Jersey in | General Foods salesmen and store | They sing and dance—to a “Dandy, 
the spring of 1951. /managers. Handy & Candy” record made by 
Since then the bouncing trio— | Rosemary Clooney. And they hand 
garbed as bears—has been seen in # On radio, the midgets—a 51-|out samples of the sponsor’s prod- 
stores from Dallas to Providence| year old grandmother, Elsie uct to the kids who are on tap to 
and from Atlanta to Milwaukee.’ Schultz, and her two male escorts, | greet them. 
Seidel Becomes Ad Chief 


of Melrose Distillers 

K. H. Seidel, for the past four 
|years brand advertising manager 
\for Schenley Distributors, has 
|been named director of advertis- 
ing and merchandising for Melrose 
Distillers, New York, another di- 

; vision of Schenley Industries. He 
Wr ee ee succeeds Erwin Swann, who be- 
ee a comes special assistant to Louis S. 
Rosensteil, board chairman of 
Schenley Industries. 

Melrose also announced the ap- 
pointment of George Linck, who 
joined the company in 1949, as 
marketing manager for the monop- 
‘oly states division. 


Traveling Midgets 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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\. KTYL-TV is HIGH in Height | 


-. and HIGH in Sale ? impactl 


¥ 


See g 
x - 


ers M iat . : * 
Antenna 


oP eee vere 
TOWERING HIGH IN THE SKY for a soaring distance of 1550 feet 
above average terrain (and a half mile above sea level) is KTYL-TV’s 
antenna on South Mountains, a few miles from downtown Phoenix. 
From this lofty peak . . . four times higher than any other Arizona 
station... KTYL-TV delivers 63.2% coverage of the most fabulous, 
flourishing sales potential in the nation! 


‘3 Ba -~ 


MEDIA BUYERS will raise an interested eyebrow at these significant 
comparisons: New York City’s majestic Empire State Building is only 
1250 feet high . . . Chicago’s famed Wrigley Tower is only 398 feet 
high . . . and the familiar landmark — the “Top of the Mark” in San 
Francisco — is only 563 feet above sea level! 


THE GREATER THE HEIGHT, the greater the coverage. The greater 
the coverage, the greater the sales. And, in free-spending Central 
Arizona, only KTYL-TV provides both! See your Avery-Knodel 
man today! 


Percentage of Sales Spent for Advertising 
in 1952 by the 50 Big U. S. Corporations 


Figures cover ad expenditures in newspapers, newspaper supplements, 
consumer magazines, farm magazines, network radio and network 
television only*. 


Sales or % Sales 
Revenues f Advertising Spent on 
(In millions) Expenditurest Advertising 
oe tesesas cncanease $ 7,549 $ 39,177,518 0.519 
Standard Oil Co. (New Jersey) ........... 4,051 1,522,773 0.038 
Great A&P Tea Co. (Feb. 28, '53) ....... 3,756 $90,891t 0.024 
ae iced bone cee etce exe 3,137 2,473,792 0.099 
CM ME, oc shades sekengoesss 2,932 41,822,000* 1.426 
cc cedsncareeansaecns 2,624 15,016,941 0.572 
0 ESS eee Pee 2,601 7,758,713 0.298 
fey SS Ree eee 2,593 9,185,566 0.354 
Romo & Ge. (er. 1, 1962) ........265. 2,184 5,882,523 0.269 
is cub bap ado ese ss ae 1,692 221,398 0.013 
BD NN, ons cccdesccscsscsces’ 1,639 963,884} 0.059 
ee eo Ee CINE so cccecccecveese 1,602 4,685,979 0.292 
Standard Oil Co. (Indiana) ............... 1,592 2,575,009 0.162 
Geceny-Vacuum Ol Co. .......ccccccccees 1,561 2,660,434 0.170 
ES re Ae eer ae 1,529 2,911,015 0.190 
EE ieee lac ke aw ass tee o bees 1,510 4,732,562 0.313 
Westinghouse Electric Co. ................ 1,454 8,802,820 0.605 
International Harvester Co. (Oct. 31, 1952) . 1,204 1,838,255 0.153 
CE seek sph deaedeavesues 4s 1,143 1,284,679 0.112 
National Dairy Products Corp. ............ 1,141 9,684,387 0.848 
Goodyear Tire & Rubber Co. .............. 1,138 8,275,265 0.727 
Montgomery Ward & Co. ................ 1,084 § 
ase edeess 54 as¢dneesee 1,079 4 
PINE POUND GO, occa cs cccccesnencss 1,065 14,769,670 1.386 
0 SEE eee ere 1,052 136,061¢ 0.013 
Standard Oil Co. (California) ............ 1,015 1,167,167 0.115 
Humble Oil & Refining Co. .............. 975 ——— 
Firestone Tire & Rubber Co. (Oct. 31, 1952) 965 5,047,298 0.523 
Union Carbide & Carbon Corp. ........... 957 2,515,114 0.263 
EE oe deine do's ssndeseeée 925 641,513 0.069 
eas wate we by b.d0e ase 388 901 1,074,243 0.119 
I NEE ES ncceccceecuesveeees 893 § 
R. J. Reynolds Tobacco Co. ............... 881 17,185,694 1.950 
Deer rrr re 855 1,646,163 0.192 
he Sa a errr 850 3,190,550 0.375 
Wilson & Co. (Nov. 1, 1952) ............ 826 662,922 0.080 
Procter & Gamble Co. (June 30, 1952) .... 818 37,544,349 4.590 
a danas 64) 60800 005 5500 o008 768 4,233,056 0.551 
I, lies scawed cee s anaes 739 395,207 0.053 
DUET, ce decscescsedicsces 720 1,423,475 0.198 
Fa Sl Fl eee eee 713 § 
General Foods Corp. (March 31, 1953) .... 701 28,331,884 4.042 
Distillers Corp.-Seagrams Ltd. ............ 697 15,402,655 2.210 
Radio Corp. of America ................. 694 5,908,326 0.851 
SO rere 668 $92,013 0.134 
I fo snc st0es osictdevaaene 641 § 
Eeterastions) Paper Ge. ......5..ccccece 634 § 
ee I nes bee cvescececacss 624 3,307,325 0.530 
ks ee 622 222,099 0.036 
Liggett & Myers Tobacco Co. ............. 603 12,332,530 2.045 


*Sears, Roebuck’s ad expenditures figure includes money spent in daily and weekly newspapers ($34,- 

,500), local radio and television, outdoor, circulars, fashion shows and miscellaneous. 
tSales and ‘revenue figures for these 50 top sales leaders were compiled by Standard & Poor's, New 
York. Certain large corporations—like Ford Motor Co.—which would normally be listed are not shown 
because they do not report sales. 

Figures for expenditures on outdoor, point of sale, spot radio, spot TV, direct mail, and dealer 
cooperative newspaper advertising, as well as newspaper ads placed at the local rate, are not included. 
The A&P, Kroger, Safeway and other large food chains spend large amounts in newspapers at local 
rates, but these figures are not available. 

§No advertising figures are available for Montgomery Ward, Anderson, Clayton, J. C. Penney, In- 
ternational Paper, F. W. Woolworth, or Creole Petroleum. 

|||Expenditures for Humble Oil are shown under Standard Oil of New Jersey. 


Bassett Co. Names New Agency Three Join Smith, Hagel 


W. E. Bassett Co., Derby, Conn.,; Ann Roush, formerly with 
manufacturer of Trim finger-|Hockaday Associates; Grace 
nail and toenail clippers, has|Quinn, previously with Revlon 


appointed Lawrence C. Gum-|/Inc., and Gene Sprung, who has 


binner Advertising, New York, to 
handle its account. A national fall 
consumer campaign is being de- 
veloped. Norman D. Waters & As- 
sociates, New York, is the previous 
agency. 


been with the U. S. government in 
the Far East, have joined the staff 
of Smith, Hagel & Snyder, New 
York, as account executive, pub- 
licity assistant, and industrial pub- 
licist, respectively. 


Metropolitan Pop.: 136,450 
(U.S. Census 1950) 


Per Family 
Income... 
(SM 5/10/53) 


First City in North Carolina 
for the 4th Straight Year! 


. $6182 


RALEIGH, North Carolina 


published in the entire 


Approximately ONE-THIRD of North Carolina's 
general business activity takes place in the 33 
County ‘‘Golden Belt of the South.'’ NOTE THIS, 
“A Schedule Buyers''—The News and Observer 
is the ONLY Morning-and-Sunday Newspaper 


big enough to merchandise and do justice to your 
hard-hitting ‘‘A Schedules.” 


area! The ONLY paper 
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News and Observer 
MORNING & SUNDAY © 


Raleigh, North Carolina 


115,926 Morning 
124,080 Sunday 
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OLDEST—Travelers Insurance Co., Hartford, 

unearthed this matchbook from its vaults. 

Dating back to 1898, it is believed to be 

the oldest commercial advertising match- 
book in existence. 


600,000 More Tons 
of Paper Needed in 
‘53, Crawford Says 


Cuicaco, June 30—The U. §S., 
provided per capita consumption 
of paper and paper products stay 
the same, will need about 600,000 
more tons of paper next year than 
it did last year, Arch Crawford, 
president of the Magazine Publish- 
ers Assn., told the National Farm 
Woodlot Conference here last 
week. 

The MPA president also pointed 
out that magazine publishers spent 
about 26.3% of all the dollars they 
took in for paper in 1952; that in 
the last 36 years magazine circu- 
lations audited by Audit Bureau of 
Circulations had reached nearly 
159,000,000 copies per issue, and 
that they consumed about 1,388,000 
tons of book and groundwood pa- 
per. 


a Mr. Crawford illustrated the 
importance of timber growing by 
pointing out the number of people 
who depend on it for a living—2,- 
000,000 loggers and wood-process- 
ing plant employes; 1,250,000 rail- 
road workers; 750,000 workers in 
printing and publishing; 1,800,000 
building and construction trades 
workers, and countless thousands 
in the food packaging and process- 
ing business. And, he said, it will 
become even more important to 


the 4,250,000 people who own) 


small farm-size woodlots, from 
which a sizable percentage of fu- 
ture timber must come. 

He called particular attention to 
the conservation and reforestation 
advertising campaigns of Weyer- 
haeuser Timber Co., which, he 
said, have shown millions of 
Americans that “trees grow and 
replace themselves in a continuing 
crop cycle which assure an ade- 
quate timber supply for this na- 
tion.” 


Issues Photography Guide 

“The 1953 Directory of Profes- 
sional Photography,” a guide for 
business, industry, advertising, 
government and other large-scale 
users of photography in the U. S. 
and Canada, is now available. The 
directory may be obtained by writ- 
ing to the Photographers Assn. of 
America, 152 W. Wisconsin Ave., 
Milwaukee. 


Meyerhoftt Gets Account 

DeMert & Dougherty Inc., Chi- 
cago, has appointed Arthur Mey- 
erhoff & Co., Chicago, to handle 
advertising for its Heet gasoline 
additive, as well as Shampane self- 
spraying glass cleaner and all oth- 
er products. Previously, Ruthrauff 
& Ryan had the Heet account. 


Cross Named Wiedemann A. D. 

Newton Cross, formerly with 
Tatham-Laird, Chicago, has been 
appointed director of advertising, 
promotion and public relations for 
George Wiedemann Brewing Co., 
Newport, Ky. Herbert W. Lupton, 
assistant advertising manager for 
Wiedemann, will assist Mr. Cross. 


/1, 1952. 


and Jan. 1, 1953. 


down for the 1953 
110,000,000: Total : 


set total of 
idio homes— 


Four Network Count 


s | 44,800,000; extra se- in homes— 
Finds 110,000,000 30,000,000: private © :tomobile ra- 
s © s ' dios—26,200,000; ba: :acks, dormi- 
Radios in America ‘tories, cafes, hotels, business es- 
New York, July 1—There were tablishments, taxis. trucks and 


110,000,000 radios in working or-| personal portables used outside 

der in this country as of Jan. 1,| the home—9,000,00' 

1953. | The researchers ised their es- 
This figure is an estimate com- timate on the Jan. |, 1953, radio 


piled by a joint committee of re-| home estimate of A. C. Nielsen 


searchers representing American Co., with the Nie sen 44,756,006 
‘Broadcasting Co., CBS Radio, Mu-| figure rounded to 44,800,000. Fig- 


tual Broadcasting System and Na- ures in the other caiegories were 
tional Broadcasting Co. This count obtained “through analyses of the 


‘represents an increase of nearly Radio & Television Manufacturers 


5,000,000 over the figure for Jan. Assn. reports on production and 
set sales checked for reasonable- 
The committee said new radio|ness by projecting forward the 


‘households accounted for 2,000,000'1952 Nielsen Coverage Service 


of the increase in sets, with this! survey data.” 

category rising from 42,800,000 to| The networks jubilantly noted 
44,800,000 between Jan. 1, 1952,) that the set manufacturers’ group 
‘count of 11,000,000 radios sold in 
1952 was “substantially” greater 


-@ This is the four-network break- than the sales of new automobiles, 


electric refrigerators, television 
sets, or any other home appliance 
and “reflects a continued public: 
interest in expanding its accessi-| 
bility to the radio medium.” 


‘ficers elected are W. B. 
Power, advertising manager, Chev- 
‘'rolet Motor division of General 


Elmo Inc. Promotes Boggan 


| Harold J. Boggan, for many) 
|years southwestern representative 
|for Elmo Inc., Philadelphia, has | 
| been promoted to direct the com-) 
pany’s national sales. 
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Detroit Adcraft Club Elects 


N. F. (Shad) Lawler, v.p. with 
Geyer Advertising, Detroit, has 
been elected president of the Ad- 
craft Club of Detroit. Other of- 
(Bill) 


Motors Corp., Ist v.p.; Pete Wem- 
hoff, editor of Automotive News, 
2nd v.p., and Robert G. McKown, 
controller and officer manager for 


'D. P. Brother Co., treasurer. 


FILMACK STUDIOS 


AT LOWEST PRICE 
IN TV HISTORY ! 


1323 SOUTH WABASH AVE., CHICAGO 


O Big Playback 
@. Jeweled Magic 
© Market Maker 
@ Going Great 


@ Gasoline dealers get solid premium-gasoline adver- 
tising support from Ethyl Corporation’s new TV show, 
The Big Playback. Featuring ace sportscaster Bill Stern, 
this 15-minute sales winner recalls dramatic sports mo- 
ments, appeals to men, who usually choose the gasoline for 
family cars. 44 stations televise the show; film commercials 
in over 500 drive-in movies cover non-TV areas. 


© Attention value and good taste are successfully com- 
bined in a new campaign for Meds tampons (Personal 
Products Corp.). Timed to appear with tampons’ spring- 
summer popularity rise, ads run in youth-market magazines, 
emphasize Meds’ appeal to today’s moderns. Reader-catching 
ee . 7 e ° ° 
asterisk” ad, at left above, opened the campaign in April. 
Current series of full-page, two-color ads followed. 


@ Advance proofs of this Saturday Evening Post ad for 
the Waterman’s Sapphire were sent to thousands of deal- 
ers, with order blanks for this new pen. Ad announced 


“A New Kind of Writing Magic . 


.. the first and only pen 


with a jewel for a point.” Tremendous response shows 
that dealers see selling magic, too, in the Waterman name, 
jewel point, and advertising support they are getting. 


© Siill on top among national 
the “What Makes a Newspape 


newspaper promotions is 
r Great?” series of the 


Minneapolis Star and Tribune. This advertisement, featuring 
best-read columnist Cedric Adams, helped it win a Saturday 
Review award for outstanding public-interest advertising. 
For eleven years this BBDO Minneapolis campaign has 


held the attention and respect « 


if advertising executives. 


BATTEN, 


NEW YORK * BOSTON * 


BARTON, 


BUFFALO + 


DURSTINE 


CHICAGQ + CLEVELAND * 


PITTSBURGH * MINNEAPOLIS * 


INC. A 


SAN FRANCISCO * HOLLYWOOD + 


& OSBORN, 


dvertising 


LOS ANGELES * DETROIT 
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Shoe Corp. Names Nellson 


Shoe Corp. of America, Colum-| 


bus, O., has appointed Nellson 
Telephone Directory Advertising 
Service Inc., Rochester, to handle 
its classified telephone directory 
advertising dealer identification 
program for Blue Bird shoes for 
children. The program will be used 
to tie in the dealer organization 


with the company’s national pro-| 


motion. 


The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 


gers nts * DETROIT 
ss? 


* NEW YORK 
* CHICAGO 
* SAN FRANCISCO 


; Oct. 5-6. Inland Daily Press Assn., an- 
| nual meeting, Hotel LaSalle, Chicago. 
Coming | Oct. 5-8. Printing Industry of America, 


| 1953 exhibition and awards, annual con- 


” vention, Shoreham Hotel, Washington, 
Co ms 
nventions Oct. 8-10. Life Insurance Advertisers 


| Assn., 20th anniversary convention, Hotel 
Statler, Boston. 


| Oct. 9-10. Pennsylvania Newspaper Pub- 
July 6-11. First Advertising Agency jicshers Assn., 29th annual convention, 
|Group, national convention, Benjamin penn Harris Hotel, Harrisburg. 
| Franklin Hotel, Seattle. | Oct. 11-14 ion , 
. -14, erican Photoengravers 
Aug. 29-Sept. 3. Advertising Specialty 4.6 and Equipment Exhibition, 56th an- 
| Institute, advertising specialty show, La- 1.4) convention, Hotel Statler, Boston. 
| Salle Hotel, Chicago. 2 . 


Oct. 12-15. Financial Public Relations 
Sept. 14-15. Pennsylvania Newspaper 
|Publishers Assn., annual classified clinic — + annual convention, Sheraton 
| for mid-Atlantic states, Fort Stanwix Ho- | ©@dillac Hotel, Detroit. ; 
| tel, Johnstown, Pa. | Oct. 15-16. Central Council, American 
Sept. 14-18. Outdoor Advertising Assn. | Assn. of Advertising Agencies, Blackstone 
'of America, 56th annual convention, | Hotel, Chicago. 
| Shamrock Hotel, Houston. | Oct. 15-17. Newspaper Advertising Man- 
| Sept. 21-23. Assn. of National Adver- | 48ers Assn. of Eastern Canada, Windsor 
| tisers, annual meeting, Drake Hotel, Chi- Hotel, Montreal. 
| cago. | Oct. 19-20. Agricultural Publishers Assn., 
Sept. 27-29. Mail Advertising Service | annual meeting, Chicago Athletic Club. 
| Assn. International, annual convention,| Oct. 19-20. Boston Conference on Dis- 
| Hotel Statler, Detroit. | tribution, 25th anniversary meeting, Hotel 
Sept. 30-Oct. 2. Direct Mail Advertising | Statler, Boston. 
Assn., 36th annual conference, Hotel Stat-| Oct. 23-25. Midwest Intercity 
ler, Detroit. |} ence of Women’s Advertising Clubs of the 
Oct. 4-8. Advertising Specialty National | Advertising Federation of America, Edge- 
| Assn., annual convention and Specialty water Beach Hotel, Chicago. 
| Fair, Palmer House, Chicago. | 


third annual exposition, Chase Hotel, St.| sary, Boca Raton Hotel and Club, Boca 
' Louis. Raton, Fla. 


— eee egies 


i 


Advertising Age, July 6, 1953 


Plumb Puts Glamor in Hammers 


PHILADELPHIA, June 30—For the and it is a quality product. 
past seven years, Fayette R. Plumb All Plumb tools are easily iden- 
Inc. has been conducting an ex-| tified to the consumer by the red 
tensive advertising and merchan-| handle and black tool head. 
dising program with the idea of| 
“putting glamor in a hammer.” |= The key publication used by 

During this time, the 97-year-,| Plumb for its consumer ads is The 
old manufacturer, a consistent ad- Saturday Evening Post, in which 
vertiser since 1919, has managed to it has advertised since 1919. Color 
take a big lead in the hand tool | ads also appear in Popular Me- 
industry. |chanics Magazine, Popular Science 

One of the revolutions in its ad-| Monthly and Mechanics Illustrated 
vertising policy which Plumb ac-| and in such farm publications as 
complished was to get away from| Country Gentleman, Capper’s 
the catalog-type ad featuring many Farmer, Farm & Ranch—Southern 
tools, popular with many hand) Agriculturist, Progressive Farmer 
tool makers. Now, through its and Successful Farming. The com- 
agency, J. Robert Mendte Inc., the | pany also regularly features its 
company’s ads feature a single | products in the three scout publi- 


Confer- | 


tool prominently. Also, the layout! cations, Boys’ Life, Handbook for 
| Style and basic elements remain! Boys and Scouting. 

'the same from ad to ad. This year, Better Homes & Gar- 
| Although copy is never repeated | dens is being added to the sched- 


| Nov. 5-7. Southern Newspaper Publish- in its s. the message invariably | 
Oct. 4-10. Produce Prepackaging Assn., ers Assn., annual meeting, 50th anniver- be ts ads, 8 y | ule. 


makes the same two points: A 
‘Plumb tool makes hard jobs easy 


As part of its successful sales 
policy, Plumb has managed to 


° 
WORCESTER 


Source: Sales Management May 10, 
Buying Power; further reproduction not licensed. 


Circulation of Worcester Telegram-Gazette: 
Daily 


1953 Survey of 


154,490; Sunday 104,308 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, INC. 


National Representatives 


United States 


...where Food 
Sales Total 
$175,306,000 


build up dealer loyalty by boldly 
stating it will sell only through 
independent hardware dealers. It 
will not sell tools under its own 
brand or private brand or un- 
branded through any other dis- 
tribution channel. 


|@ Point of sale forms an impor- 
tant segment of Plumb’s consistent 
‘efforts to increase sales. It ex- 
pends much time and research in 
developing this feature. Two good 
examples are its axe rack and its 
file board. 

In order to develop the axe rack, 
,every executive in the company 
called upon a group of hardware 
stores to obtain ideas on the most 
serviceable type of rack. It took 
six months to develop the final 
rack. The new rack now takes up 
less than a foot of floor space, 
yet the stand displays the same 
half-dozen axes the old cumber- 
some one did. 

The file board was created after 
-research had shown which were 
|the most popular files. The first 
15 top cheices were mounted on 
a blonde ash board. This gave it 
a modern appearance and helped 
complement the newest hardware 
store fixtures. Price, type and size 
are all plainly marked. This is cal- 
culated to save the dealer eight 
steps necessary to sell a file, in- 
cluding getting them out of draw- 
ers, supplying size, price, etc. 


|@ Last Christmas, Plumb used a 
new packaging approach in hand 
tool merchandising, and _ gift- 
wrapped its tools for consumers. 
Sales set a new record for that 
season. 

The newest merchandising angle 
is a rehandling kit. This answers 
a problem posed by dealers who 
asked for additional wood handles 
to be used as replacements. 

Plumb found, in searching into 
these requests, that many consum- 
ers were using the company’s sea- 
/soned second-growth hickory han- 
|dles to replace handles of lesser 
| quality. To fill this need, the com- 
pany set up a complete line of 
handles. 


Delaney Heads Merchandising 


Jack Delaney, formerly with 
| Vick Chemical Co., has been named 
'director of merchandising for the 
‘new Mrs. America Supermarket 
|Merchandising Plan, 152 W. 42nd 
|St., New York. He will coordinate 
|tie-ups between grocery product 
‘manufacturers and supermarkets. 
|The plan offers a manufacturer 
| the chance to use the Mrs. America 
|'theme exclusively in his field for 
| advertising, merchandising and 
| promotion. 
| 


Freirich Names Mitchell Co. 
Julian Freirich Inc., Long Island 
City, N.Y., provisions, has ap- 
/pointed Harold M. Mitchell Ad- 
_vertising, New York, to handle 
its account. A heavy schedule is 
being planned for local newspa- 
pers. Walter Wiley Advertising, 
New York,,is the previous agency. 
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Advertising Age 


C. M. Finds Two of Too Few 
Let's Not Cry ‘Woolf’: Esso 
Woolf Admits Exceptions 


Production Man Finds New Tips 


THE NATIONAL NEWSPAPER OF MARKETING © 


By Fairfax M. Cone 
President, Foote, Cone & Belding 


Not all of the most interesting or telling 
advertising appears in newspapers or 
magazines or over the air. 

Often there is a story that would take 
much too much space or time to tell, or 
one that is aimed at so limited a market 
that it needs only the circulation of a few 
thousand copies. 

Then we get out a booklet or brochure. 

And I have three at hand from the 
mails of the last two weeks that seem to 
me remarkably good. 

One, from the National Broadcasting 
Co., sells a television program through 
the medium of almost pure fun. One, from 
Time, answers the broad question “Why 
Advertise?” in a five-minute lesson that 
I think has rarely been done so well at 
any length. The third, from Business 
Week, tells the inside story of one of the 
most notable of all current advertising 
campaigns: The Warner & Swasey Co. 
continuing series addressed to top man- 
agement in industry. 


= The reproductions here indicate the 
clean, inviting layouts that characterize 
the three pieces, and a few sample para- 
graphs will show how each one, in its 
way, makes important reading. 

NBC’s Todaymanship, OR: The Art of 
Watching Garroway Between 7 and 9 
a.m., with apologies to Stephen Potter, 
manages to make the story of 6,000 letters 
fast and funny through 32 gaily decorated 
pages: 

“Until NBC started Today, the period 
between 7 and 9 a.m. was considered ‘out 
of bounds’ or ‘in the rough’ for networks.’ 
The rules of telecastmanship called a 
‘time out’ so that viewers could: a) bathe 
and shave, b) eat breakfast and c) pur- 
sue a livelihood before watching televi- 
sion. As a result of certain unsettling 
tendencies in 1951,? NBC abandoned the 
1946 ground rules and began Today. 

“Responding to rumors that he had 
played ‘hob’ with America’s daily life,’ 
Premier Todayman Dave Garroway 
asked his audience to tell him how, when 
and from where they watched Today. He 
received something over 6,000 letters. 
These letters were submitted to research- 
manship‘ and the results make up this 
manual. 

“1, Offending networks could be penal- 
ized 40 yards or a Rocky Mountain repeat, 
depending on prevailing option time. 
(These terms probably should be ex- 
plained.) 

“2. The basketball scandals? 

“3. Garroway later publicly apologized 
to Bill Stern for unsportsmanlike behav- 
ior. 

“4, Richard Manville Research.” 

For example: 

“<I am a bartender at the Friendly Tav- 
ern in Erie, and I am doing my back bar 
cleaning between 7 and 9 a.m. and, of 
course, watch your program at the same 
time.’ 

“Notice that in illustration the respon- 
dent (A) is so engrossed in Today (B) 
that he is dusting off permanent fixture 
(C). The style of (C)’s coat (D) indicates 
that he might be an advertising man who 
has come into the bar early to watch To- 
day. If this is true, drink (E) possibly 
contains orange juice.. We have no data 
on the number of bartenders in Today’s 
audience, but there are believed to be a 
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National Broadcasting sells a TV show through medium of fun. 


good many in Chicago where the bars 
close later. 

“1. Researchmen say this is very rare. 
The chances are that (C) is actually an 
advertising man who has gone to sleep 
sitting up, an occurrence known as Madi- 
son’s Phenomenon.” 


= Time’s Why Advertise? answers its 
question in sharp thrusts, of which the 
following is typical: 

“... advertising as a sales tool isn’t as di- 
rect as a phone call nor as personal as a 
letter, and it can’t pick up the order. 

“but advertising is the cheapest form of 
business communication ever devised. 

“For example, a single page in Time 
costs less than one-half of one cent, one- 
fourth the cost of a government post 
card.” 

In summary, Time borrows a phrase 
from Marion Harper: 

“That phrase is ‘Share of mind.’ It is 
an abbreviated way of saying that you 
want as many people as possible to think 
of your company and your products or 
services—and think well of them—when 
they are in the market for those products; 
or when they are thinking of investments 
or of a company to work for, sell for or 
sell to. Unless you occupy a share of your 
prospects’ minds, you obviously cannot 
even compete for a share of market.” 


s The Business Week booklet, which re- 
produces an address by D. M. Pattison, 
vice-president of sales, The Warner & 
Swasey Co., throws away the general con- 
cept of institutional advertising and shows 
how a highly successful advertiser sells 
products by an apparently indirect ap- 
proach that is direct in one of the most 
significant ways of all: by establishing 
character and personality. 

The complete story is a fascinating one, 
and the method of the advertising pro- 
duction is something to warm any crea- 
tive person’s heart: 

“Periodically, Ken Akers sits down 
with me and our other officers, and we 
talk Warner & Swasey. We also discuss 
the conditions of the country. 

“I know Ken does, continuously, a 
great deal of reading, and he has two very 
good helpers in his office on economic re- 


search. It is then up to him to come to us 
with a piece of copy. We turn it down or 
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accept it, but we never rewrite it. 

“As vice-president in charge of sales, 
I am the only one who even sees the ad- 
vertisement. Incidentally, Ken brings it 
to me in typewritten form—I never see a 
layout nor a proof for O. K. I do not be- 
lieve, nor have my predecessors believed, 
in putting our wording into the midst of 
Ken Akers’ writing, because I know that 
would be unsound and unwise. Therefore, 
we either accept it in its entirety or turn 
it down. I don’t think in the years we 
have worked together we have turned 
down more than a dozen advertisements, 
and most of thase have been for company 
policy reasons. 


s “Then the agency sets the advertise- 
ment in proof and ships it, sending us 
press proofs for our own files. I then send 
one such proof to the president, executive 
vice-president, and manufacturing vice- 
president of our company. If there is any 
policy violated there is still time for them 
to call me and discuss it, but that almost 
never happens.” 

These are three fine items for anyone’s 
library of good advertising. And proof, 
if you need any, that you always should 
open the second class mail! 


For example, a single page 
in TIME costs lens than 
one-half of one cent 
one-fourth the cost of 
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Let's Not Cry ‘Woolf’ About 
Oil Company Advertising 


By Robert M. Gray 
Manager, Advertising-Sales Promotion 
Division, Esso Standard Oil Co. 


If James D. Wolf’s article—“Mediocrity, 
Thy Name Is Oil Company Advertising” 
—in June 1’s ApbverRTISING AGE was run 
with the idea that it would provoke a 
lively controversy, this comment can be 
construed as a measure of its success. 

Mr. Woolf did not specifically cite any 
Esso Standard Oil Co. advertisements in 
documenting the industry’s advertising 
shortcomings, so I have no personal axe 
to grind. My urge to cross pens with Mr. 
Woolf is based on the fact that he has 
drawn some sweeping conclusions from 
what appears to be very meager evidence. 
In so doing, he has taken it upon himself 
to condemn the advertising practice of 
an entire industry. As manager of the 
advertising and sales promotion activities 
of one of the industry’s leaders, I feel 
compelled to dissent. 


s Mr. Woolf bases his case primarily on 
product—gasoline and motor oil—adver- 
tising. This happens to be only one phase 
of most petroleum marketers’ advertising 
jobs, albeit a most important one. Mr. 
Woolf’s bill of particulars lists four spe- 
cific points, labeled by him as the “four 
varieties of nothing.” They are (1) “ex- 
aggerated promises of benefits, factually 
unsupported”; (2) “‘entertainment’ of the 
cute and clever species”; (3) “innocuous 
and meaningless generalities’; and (4) 
“claims too technical for layman under- 
standing.” 

Reproduced on this page are two proofs 
typical of all the ads in recent campaigns 
which we have run in newspapers: one 
for Anti-Stalling Esso Extra gasoline, and 
one for Uniflo motor oil. Both of these 
campaigns were to inform the motorist 
of operating problems in modern high 
compression engines and presented solu- 
tions to these problems in terms of prod- 
ucts developed by Esso research labora- 
tories and proved by intensive road tests. 
The same straightforward, factual ap- 
proach was characteristic of our radio 
and television commercials. And speaking 
for the Esso Standard Oil Co., I can say 
that every fact, every promise, every 
claim stated in our advertisements has 
been substantiated by our engineering 
department and approved by our law de- 
partment and will stand up in any court 
of law. 

It is unimportant whether or not we 
think these advertisements are moderate 
rather than “exaggerated,” informative 
rather than “cute,” specific rather than 
“general,” or understandable rather than 
“too technical.’”’ The jury for advertising 
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ESSO STANDARD OTL COMPANY, 


Dealers are important 


is the public and their verdict is found 
in many answers and particularly in our 
sales records. Certainly there are many 
factors other than advertising which con- 
tribute to the sales success of a petroleum 
product, but illustrated are two specific 
examples where advertising did its part 
of the job. 

I am sure I can leave it to other petro- 
leum marketers, both national and re- 
gional, to cite similar examples. 


= Let me hasten to say that I concur 
absolutely with Mr. Woolf’s belief that 
“gasoline and motor oil present very, 
very tough advertising problems.” With 
his catalog of reasons for this feeling— 
the apparent similarity of leading brands, 
the importance of service station location 
and the dealer’s personality, the lack of 
eye, taste, smell and sound appeal—I also 
find myself in pretty general agreement. 

However, Mr. Woolf has chosen to 
overlook two vital aspects of the oil com- 
pany advertising problem: support of 
dealers and public service activities. 

The importance of a strong and effec- 
tive dealer organization to a company 
like Esso Standard would be difficult to 
overestimate. Many times we have run 
ads about our dealers in which we frank- 
ly state: “He’s not on our payroll, but we 
couldn’t do business without him.” This 
assertion is literally true. A sample of 
one of these ads is shown. 

As far as the motoring public is con- 
cerned, these independent business men 
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Factual approach, typical of recent campaigns. 
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The Creative Man’‘s Corner... 


few and far between. 


Less than half of the usual pedal 
pressure stops car quickly, safely! 


NOTICE!! 


on globe. 


New York. 


err ore 


are closely identified with the Esso Stand- 
ard Oil Co. and we, therefore, provide 
them with a tremendous amount of in- 
formative material for use at the point 
of sale. By the very nature of the busi- 
ness, these “dealer aids” play a much 
more important role in the gasoline busi- 
ness than in almost any other line of 
retailing. Had Mr. Woolf taken the trou- 
ble to examine a typical cross-section of 
these items in the industry he would have 
found an impressive amount of factual 
information on such diverse and essential 
topics as motor oil changes; chassis lubri- 
cation; tire care, inflation and rotation; 
and battery performance and mainte- 
nance. Nor has he considered the many 
excellent road maps and touring services 
which are furnished dealers as a service 
to their customers. 


® In addition to product advertising and 
dealer support, public service activities 
receive important emphasis by major oil 
companies. These activities are not only 
in the public interest, but they also earn 
good will for the company and have a 
direct influence on the sales of products 
and dealer services. Esso Standard, for 
example, devotes an impressively large 


Two of Few 


Occasionally we come across an illustration or a line of copy in an adver- 
tisement that is so unexpectedly simple and clear it convinces us with a dra- 
matic suddenness that leaves us breathless. These occasions, of course, are 


One of them was our coming upon a De Soto ad showing a man’s foot push- 
ing a light bulb against a brake pedal to stop his car. Light bulb test proves 
ease and safety of De Soto Power Braking, said the headline. We didn’t even 
bother to read the copy. Didn’t feel we had to. 


Light bulb test proves ease and 
safety of DESOTO Power Braking! 


| DESOTO PROOUCTION 15 UP AND 
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De Soto production is up! And De Soto 
prices are down! See your dealer for the facts! 


The other was when we came upon a one-inch ad in the New York Times. 
We'd like to share it with you herewith: 


We (2) want a job that takes a little guts and 
a little brains, one whose nature demands knowl- 
edge and nerve. We are 25, Yale University, 
paratroopers, business experience, foreign travel. 
We have all the qualifications. 
important; future secondary. Will go anywhere 


It was the “remuneration important; future secondary” line that got us. 
These boys are realists and fearlessly honest. If any reader of The Corner 
feels the same way, he can reach them through Box T 613, New York Times, 
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pasore PRICES ARE DOWN! | 
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Coemer Than Ever! 
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NOTICE!! 


Remuneration 


number of the commercials on “Your Esso 
Reporter” TV and Radio news programs 
(in themselves a public service) to the 
American Red Cross, American Heart 
Assn., American Cancer Society, Com- 
munity Chest, and the March of Dimes— 
to name just a few. 

One of the principal service activities 
of the Esso Standard Oil Co. is the all- 
out promotion of highway safety. On our 
“Esso Reporter” programs we have called 
the motorist’s attention to hazardous road 
conditions, such as sleet and fog; notified 
him of the dates when schools are open- 
ing and closing so he could drive with 
added caution. Our outdoor poster panels 
year around carry such timely safety 
messages as ‘Hold back your speed—hold 
on to your life.’”’ And in the peak summer 
driving months we reinforce these efforts 
with a newspaper campaign devoted ex- 
clusively to highway safety. 


® So, rather than accept Mr. Woolf’s 
stamp of “mediocrity,” let’s consider 
all phases of petroleum advertising— 
product, dealer and public-serviee cam- 
paigns; let’s consider all petroleum mar- 
keters’ advertising—large companies and 
small, regional and national; let’s con- 
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sider all of this advertising in all media. 
Then, let’s acknowledge Mr. Woolf’s 
sharp “needle,” hurry back to our desks 
and continue to work to develop “that 
outstanding campaign” which, he prophe- 


cies, will one day make petroleum adver- 
tising history. At the same time, let’s not 
forget that some pretty good “history” 
has already been made that needs no 
no apology! 


By pure coincidence, Mr. Woolf returns to the oil field this week, noting 
a couple of exceptions. See his article below. 


Salesense in Advertising... 


Some Notable Exceptions to the Mediocrity 
of Oil Company Advertising 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as v.p. 
in charge of creative activities of the 
western offices of J. Walter Thomp- 
son Co.) 


A Salesense piece of mine in the June 1 
issue of ADVERTISING AGE (“Mediocrity, 
Thy Name Is Oil Company Advertising’’) 
seems to be stirring up something of a 
fuss. 

The closing paragraphs of the article 
ask some questions: “Is the mediocrity of 
oil company advertising inevitable?... 
Is there no other way except puppy dogs 
and those ‘cunning infants,’ elephants and 
monkeys, and superlative promises that 
aren’t likely to be swallowed except by 
nitwits?... What would happen, I won- 
der, if motorists were recognized as fully 
sane and reasonably intelligent adults?” 

This article inspired a number of adver- 
tising ~people and advertisers to “take 
their pen in hand.” Most of these letters, 
I am happy to report, express approval of 
my point of view. But it seems that the 
oil companies, not too surprisingly, have 
had their feelings hurt. But not all of 
them. At least two important oil com- 
panies are in agreement with my criti- 
cisms. Note, for example, this letter from 
J. B. Woodbury, executive v.p. of R. J. 
Potts-Calkins & Holden Inc., Kansas City: 

“T have read with great interest your 
article “Mediocrity, Thy Name Is Oil 
Company Advertising,’ in the June 1 is- 
sue of ADVERTISING AGE, and having han- 
dled the advertising for one of the larg- 
er sectional oil companies for many years, 
I heartily agree with your views. 

“I believe, however, that the advertis- 
ing which we have prepared for Mid- 
Continent Petroleum Corp. is beyond the 
scope of your indictment. True, we have 
in D-X Lubricating Gasoline a distinctive 
product advantage which makes the crea- 
tion of advertising much easier than 
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THE D-X AD—This advertisement obviously 
is written on the assumption that adults 
will read adult copy about the kind of 
gasoline they spend their money for. R. 
J. Potts-Calkins & Holden Inc., Kansas 


City, Mo., is the agency. 


would be the case if D-X were ‘just an- 
other gasoline.’ 

“Attached are a few proofs of this 
year’s D-X program, which you may find 
interesting, and I believe you will agree 
that, to paraphrase the advertising copy, 
here is a gasoline series which presents a 
‘Giant Difference.’ ” 


An Appeal to Reasonably 
Intelligent Adults 

It is true, as Mr. Woodbury points out, 
that D-X is fortunate in having a distinc- 
tive product advantage. But it is also true 
that D-X had another tremendously im- 
portant advantage—namely, an agency 
with the good sense to tell its story in 
adult terms to an adult market of reason- 
ably intelligent people. 

Reproduced herewith is a typical ad- 
vertisement of the current series. If there 
is such a thing as “salesmanship in print,” 
which some oil companies seem to doubt, 
this ad has it. Moreover, it is lively and 
interesting, and I offer it as a challenge to 
the copy people who seem to believe that 
only such cunning devices as puppy dogs 
and crawling infants have a chance to 
capture reader attention. 

Cunning devices bring to mind the 
Ethyl zoological campaign which ran in 
national publications for a number of 
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THE ETHYL AD—Interest-arousing, digni- 
fied, important-looking. Far more impres- 
sive, at least to me, than the zoological 
campaign that ran for several years. But- 
ten, Barton, Durstine & Osborn is the 
agency. 


years. It appears that the animals were 
sent back to the jungle a few months ago, 
and in their place are the cars of yester- 
day. I have no doubt that these advertise- 
ments are entertaining, but they are as 
sterile and barren of facts as the zoologi- 
cal series. Be that as it may, I want to 
congratulate Ethyl Corp. on the page, re- 
produced here, that appeared in the May 
30 issue of The Saturday Evening Post. 
The copy continues to tell us precious 
little about what Ethyl is and what it 
does, but the all-over appearance of the 
ad is adult. The ad looks dignified and 
important. Moreover, it is eye-catching 
and interesting. Here is a further chal- 
lenge to the copy school that leans so 


desperately on cunning devices for at- 
‘racting attention. 


Another Notable Exception 

I think Mr. Woodbury would agree that 
‘ne Shell X-100 advertisement, shown 
nere, is also beyond the scope of my in- 
dictment. Quite clearly it recognizes mo- 
torists as fully sane and reasonably in- 
telligent adults. It presents a serious idea 
—Acid Action—without feeling obliged to 
resort to infantile forms and symbols of 
expression. The advertisement is hand- 
some in appearance, is dignified and re- 
strained, and is strongly connotative of 
quality. 

Worthy of mention, too, is the gasoline 
advertising of Macmillan Petroleum Corp., 
an editorial series signed by the president, 
R. S. Macmillan. The copy is informative, 
restrained, dignified—and adult. I do not 
see how it can fail to add to the stature 
of Macmillan. 

Despite these exceptions, which I am 
happy to comment on here, I stand by the 
indictment in my AA June 1 article: “Me- 
diocrity, Thy Name Is Oil Company Ad- 
vertising.” 


Tips for the Production Man... 
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THE SHELL AD—No monkeys, no elephants, 
no cunning infants, no indiscriminate “de- 
vices” to flag the reader’s eye. An ex- 
cellent ad on almost every count, J. Wal- 
ter Thompson Co. is the agency. 


Things I Didn‘t Know Until Now 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IIl.) 


A new method of presenting color 
sampling looks like a revolutionary im- 
provement on the expensive and time- 
honored method of attaching separate col- 
or chips to sample cards. It is known as 
the McCorquodale Depositing Process, 
and the information before me is pre- 
sented by the Color Marketing division of 
the Magill-Weinsheimer Co. of Chicago, 
Cleveland, and New York. 

Instead of actual color chips, the colors 
are deposited by a patented process and 
are remarkable in their texture and third- 
dimensional effect. You have to look twice 
to perceive that the colors are not actual 
samples. Any color can be proved in prac- 
tically any size or shape. Color retention 
and permanent adhesion of the color sam- 
ples to the printed page are additional 
advantages claimed. 

In addition to color cards and paint 
samples, the process makes it possible to 
show samples of wall and floor coverings, 
cosmetics, rubber, chemicals and similar 
products. 

The basic production economy of such 
a development is readily apparent. The 
process opens the door to greater product 
sampling through the printed page. 

The silk screen process is being called 


Mitography, at least by one writer. Albert 
Kosloff, in a book so titled, has coined the 
word from the Greek mitos, meaning 
threads or fibers, and graphein, meaning 
to write. Kosloff believes the term now 
used, “silk screen process,” is confusing. 
His new word is concise and conveys the 
complete meaning. He defines mitography 
as a method of forcing ink, usually with a 
squeegee, through the design or open 
parts of a screen onto stock placed under 
the screen. 
* * + 


The new daylight fluorescent inks for 
use in letterpress printing are now becom- 
ing a reality, after several years of intense 
research. To demonstrate the practical 
printing qualities of the new Day-Glo 
inks, made by IPI, Popular Science 
Monthly used the new ink in a press run 
of more than a million copies. The flam- 
ing brilliance of an atomic bomb explo- 
sion, pictured on the cover, was brought 
to life with the extra brightness of Day- 
Glo. IPI offers the new colors in a limited 
range for Vaporin heat-set inks, Vaposet 
(moisture-set) and regular oil inks. The 
inks are available only under a licensing 
plan to insure maintenance of color stand- 
ards. They are best suited, it is claimed, 
for line work, solids, and bold face type. 
Not recomended for halftone screen work 
or thin areas, since a heavy ink film is 
necessary to give satisfactory fluores- 
cence. 


Mail Order and Direct Mail Clinic... 


Keep Mail Order Buyers’ Confidence; 
Here Are Some Pointers 


By Whitt Northmore Schultz 


(Mr. Schultz operates a mail order 
business in Highland Park, IIl.) 


Every time I go to a party, and the 
guests learn I’m in the mail erder busi- 
ness, they promptly take me aside. 

First, to cushion their ultimate verbal 
barrage, they tell how convenient it is 
to shop by mail. Next, they explain how 


they look forward to receiving their pur- 
chases. And, finally, they too often add 
how frequently they’re disappointed 
when they buy by mail. 


® Here are two specific examples beamed 
my way recently: 

Mr. Jones ordered a gift from a widely- 
advertised mail -order gift house. His 
order was typed. His check was enclosed. 
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Mr. Jones received no acknowledge- 
ment of his order. His check, however, 
was cashed. About three weeks later he 
received a poorly-mimeographed form 
letter which said, in substance: 

“The product you ordered is no longer 
available. Please select one of the below 
listed items which we may substitute for 
the gift you originally ordered.” 

Mr. Jones answered by air mail. He 
said he did not want any of the products 
offered, and therefore would the mail 
order firm please refund his money. 

No reply. 

A month elapsed. 

Mr. Jones wrote again. He asked for 
his money back. Still no reply. 

“I’ve given up now,” he told me. “I'll 
never order from that mail order firm 
again.” 


s At the same party a woman told me 
about her mail order shopping experi- 
ence: 

From an ad in one of the top fashion 
magazines, this woman had ordered an 
accessory for her home. She sent a check 
with her order. Her order was not ack- 
nowledged. But her check was cashed 
promptly. 

About a month later she wrote and in- 
quired about her order. No reply. She 
then wrote a strong letter to the book’s 
ad manager. 

She courteously but firmly complained 
about the advertiser. She criticized the 
book for accepting this firm’s advertising. 

Back came an immediate answer from 
the ad manager, apologizing for the ad- 
vertiser and promising to look into the 
matter. 

More weeks went by. No word from 
either the mail order firm or the maga- 
zine. Then one day she picked up a trade 
paper and read that this mail order firm 
had gone bankrupt. 

Result? She never received the item 
ordered. She lost her money, And, judg- 
ing from her tirade at me, she’ll never 
shop by mail again. 


These examples are just two of the 
scores of reports I’ve been hearing lately 
on inferior mail order service. 

What can be done about this danger- 
ous, confidence-losing trend which ap- 
pears to be developing in an alarming 
way in the mail order industry? 


= I’d suggest these steps be taken imme- 
diately: 

1. Ad managers whose media carry 
mail order shopping sections should po- 
lice their ad columns and their adver- 
tisers with far more vigilance. Our ex- 
perience shows that the higher the ad- 
vertising standards of a publication are, 
the better results we get by mail. And, 
periodically, as a reader service, the pub- 
lications should send blind test orders to 
mail order advertisers to learn how they 
handle mail orders. 

2. Publications should guarantee to 
make good to the reader at once, should 
he complain about an advertised prod- 
uct. This guarantee should include im- 
mediate refunds to readers, where re- 
quested. It’s vital that reader confidence 
be restored, for with the editorial style 
ad trend, many readers think the ads 
are, in fact, editorial mentions, fully ap- 
proved by the publication. 


s 3. Publications should insist that all 
mail order advertisers acknowledge all 
orders the day they’re received. Let this 
be part of the ad contract. 

4. Make all mail order advertisers sign 
a pledge that if there’s to be a shipping 
delay, the customer be immediately noti- 
fied, preferably by air mail. 

5. Fully guarantee all mail order prod- 
ucts, and replace damaged or defective 
merchandise at once. 

6. Refund money instantly, and in quib- 
ble-free fashion, too, when the customer 
requests a refund. 

By following these six steps, I believe 
confidence will be re-won and ultimately 
more people will be confidently shopping 
by mail. 


The Eye and Ear Department... 


Murrow Revisited 


When the Ed Murrow show, “See It 
Now,” (CBS-TV, Sundays, 6:30 to 7) first 
went on the air, this reviewer complained 
that it was too wound up in technical 
equipment. That criticism can no longer 
be made of the show. Instead, “See It 
Now” has developed into one of TV’s 
most unusual and distinguished half 
hours. 

It is helped enormously, of course, by 
the good judgment and pleasing per- 
sonality of Murrow himself. Injecting 
himself into the action, yet constantly 
addressing himself directly to the TV 
viewer, Murrow gets across the feeling 
that you are accompanying him. 

The Sunday before the Coronation, for 
example, he took his audience to London 
—where he not only gave them a look at 
the various and colorful preparations for 
the Big Day but provided them with 
intimate glimpses of London and Lon- 
doners that gave you a feeling you would 
not have seen so much if you had been 
there alone. You met not only revelers, 
but shopkeepers and soapbox orators. 


s One fish dealer, in a few sentences; 
explained the food situation. There is 
little meat, he said, and the price of fish 
is high, chiefly because of a monopoly 
policy. One of the soapbox orators did a 
take-off on Sir Winston Churchill. (He 
did a parody of Winnie’s famous fighting 
speech: “We'll fight on the beaches, in 
the streets, up the alleys...”) His audi- 
ence, whom you saw, roared with laugh- 
ter. This was the British character, toler- 


‘SEE IT NOW’—Ed Murrow does an effec- 
tive job on the CBS-TV Sunday evening 
show, sponsored by Aluminum Co. of 
America. 


ant of free speech but reserving the right 
to heckle the speaker. 

You saw also, behind the decorations, 
parts of London still in rubble from the 
bombing the city took during the war, 
ten years ago. It made you realize the 
economic struggle that England is still 
going through. 


® The Aluminum Co. of America spon- 
sors the show and uses its commercial 
time to acquaint you with products made 
of aluminum. The commercials are re- 
strained, but effectively handled, with 
plenty of conviction. “See It Now” is a 
half hour you leave feeling you have 
profited from viewing it. 


Employe Communications... 
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Bank Scores in Public Relations 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


The principal topic of conversation in 
the city of Milwaukee these days, as any- 
one might guess, is a certain baseball 
team known as the Braves. This group 
of stalwarts has done more to lift the 
morale of Milwaukee (which didn’t par- 
ticularly need it anyway) than all the 
other civic improvements of the past ten 
years combined. It has even taken local 
minds off that fact that a beer strike has 
been slowly but surely blotting up the 
sources of supply. 


@ Next to the Braves, however, the chief 
public relations attraction is a contri- 
vance assembled by the First Wisconsin 
National Bank. Some time back it oc- 
curred to the bank’s officials that its hun- 
dredth anniversary was descending upon 
them, and that it might not be a bad idea 
to do something about it. Precedent indi- 
cated that a dignified acknowledgement 
of the passing of the century mark in the 
daily press was in order. The president 
of the bank might shake hands, or pass 
out cigars. But this firm old Milwaukee 
institution is not made of such casual 
stuff; its officers wanted to do the job 
up brown, and this they have done. 

The First National looked back 100 
years into history and saw that there was 
a lot of charm in the waterfront setting 
where the bank began. So the bank offi- 
cials marked off a strip of alley at the 


river’s edge and reconstructed a street of 
business places such as might have been 
found in the city in 1853. There is the 
old bank, of course; the pharmacy, the 
saddle shop, the old-style jeweler’s, the 
quaint fronts and the gas lights. It was 
designed to be no particular street—just 
an intriguing assembly of the things you 
might have seen and enjoyed there 100 
years ago. 

You enter the exhibit from a main 
street, and once beyond the canvas fence, 
enchantment gathers you in. The little 
street has a carnival air, and strangers 
who might not normally speak find them- 
selves staring into old world windows 
and talking to one another. A wax horse 
tethered in the street draws the curious, 
and children laugh at the wax cashier 
with the handlebar mustache in the ex- 
hibit’s bank. One man, navigating slowly 
on a crutch, draws attention at the sad- 
dler’s window because he can identify the 
types of century-old saddles there, and 
nobody else can do it. He is back every 
evening, because he enjoys talking with 
people who will listen. He may be no 
prospective customer of First National, 
but First National doesn’t mind. 


a At a state fair, at an industrial show, 
such an exhibit would not be unusual. 
What makes it unusual, one suspects, is 
that a bank sponsored it. The old insti- 
tution has been cloaked in its dignity for 
a century, but when it decides to invade 
the technical territory of public relations, 
it even gives the Braves a run for their 
money. 


By Clyde Bedell 


shall Field & Co.) 


ply what is not true. 


imply it. 


justifiable. 


crystal clarity. 


Looking at the Retail Ads 


(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 


Here is an ad that typifies quite a 
few running today. I believe such ads 
fail to do all they can for the advertisers 
who pay the bills. And I believe they 
hurt advertising generally, for they im- 


@ The ad implies it’s the only beef you 
get in these franks. I don’t believe it. If 
it is true, why don’t they say so frankly, 
The ad implies it’s the only beef you get 
in these franks. I don’t believe it. If it 
is true, why don’t they say so frankly, 
flatly? If it is not true, they should not 


Good strong selling is important in 
advertising, according to my beliefs and 
professions. But dishonesty, either di- 
rectly or by implication, simply is not 


s I admire the effort here to tell a sin- 
gle story with great simplicity and em- 
phasis. I deplore the fact that it is either 
untrue—or if it is true, not told with 


When you buy this package of Hygrade's 
All-Beef Prankfurters, you're getfing the Bes? beef. 
aia beef. Nothing Gut beet. 


Délitious as beefeieak—great for o hungry man. 
Packed with proteins—~ nothing like ‘em for the kids. 


Yes, there's « 70 difference in d 
frankfurters —iook for the Hygrade’s package. 


Point it out... 
Pick it up... 
Demand 


HYGRADES 
all beef 


Frankfurters 


At chain stores. super markets. mest markets, 
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Buyers of Premiums 
Seek Higher-Value 
Items, Study Shows 


New York, June 30—Buyers of 
premium products want higher 


unit values in all classes of prem-|40e gloves. Lester Harrison Inc. 


iums. 

This fact is brought out in a 
special survey of premium buyers 
made by Premium Buyers Guide, 


in the current issue of the mag- 
azine. 


The survey was made at the Na- 


tional Premium Buyers Exposi- 
tion during the week of April 20 
in Chicago. 


“Most exhibitors interviewed,” | 
the magazine says, “reported that, | 


in general, buyer interest was 
tending toward higher unit values. 
This was true of premiums in- 
tended for every type of promo- 
tion, and especially true of self- 
liquidations and sales incentive 
and dealer loading prizes. 

“A number of buyers inter- 
viewed expressed the opinion that 


consumers, having several premi-| 


ums to choose from, naturally took 
the best value, which, in turn, 
forced premium buyers to turn to 
higher unit values. 


s “Of all types of premium appli- 
cation,” the survey report says, 
“the two for which buyers were 
seeking product ideas the most 
were sales incentive and dealer 
loading. This was viewed as in- 
dicating that a need is developing 
for incentive merchandising at the 
sales and dealer levels.” 

The survey lists specific items 
in which buyers showed most in- 
terest and retail value of items 
in seven different categories. These 
are. self-incentive and _ dealer 
loading prizes; self-liquidators; 
door openers and giveaways; cou- 
pon redemption or trading stamp 
premiums; business gifts; party 
plan and wagon route premiums, 
and advertising specialties. 


Are you this 
Art Director? 


Maybe you're No. 2 in a 
big agency with the pros- 
pect of becoming No. | a 
long way off. Or, maybe 
you're No. 1 in a good 
but static organization. 
You’ve keyed important 
national consumer cam- 
paigns but you don’t look 
down your nose at a good 
industrial account. You 
can convey your ideas to 
a layout man or free lance 
with a few strokes of your 
pencil. You know good 
outside talent for any tech- 
nique. You buy with an 
eye on the budget. You 
can supervise and enthuse 
others in your department. 
You’re a good housekeep- 
er — insistent on having 
everything kept in good 
order. 

If that’s you —there’s a 
great spot for you as Art 
Director in a well estab- 
lished, fast-growing adver- 
tising agency in Philadel- 
phia. Opportunity limited 
only by yourself. Write 
in confidence and _ state 
salary. Box 556, Advertis- 
ing Age, 801 Second Ave., 
New York 17, N. Y. 


Glove Co. to Hirshon-Garfield 


Alexette Bacmo Glove Corp., 
Gloversville, N. Y., manufacturer 


of leather and fabric gloves for) 
-men and women, has appointed) 


|Hirshon-Garfield, New York, to 
handle its advertising and sales 
promotion for Alexette and Gran- 


was the previous agency. 


Murtaugh Elected President 
Paul Murtaugh, with Distribu- 


president of the Hundred Million 


Club, New York direct mail or- 
| ganization. Other o’ficers elected 
/are Joe Ferman, Mercury Publica- 
tions; Joseph Versara, Harper 
Bros., and Bob Fisl«r, Time Inc., 
v.p.s; Patricia Miler, Parents’, 
treasurer, and Muriel Gilmore, 
Mailings Inc., secretary. 


Davis Joins Gray & Rogers 
Daniel M. Davis 


| Falkner Arndt & Co.. Philadelphia, 


| 
. tiie has joined the public relations de-. 
a Haire publication, and presented tors Group Inc., has been elected | partment of Gray & Rogers, Phil-| 


| adelphia. 


formerly on. 
‘the public relations staff of John. 


Colby Steel to West-Marquis 
Colby Steel & Mfg. Inc., Seattle 
producer of building materials 
handling equipment for marine 
and shore installations, has ap- 
pointed the Seattle office of West- 
Marquis to handle advertising. 


Importer Names Agency 

Seggerman-Nixon Corp., Long 
Island City importer of French 
natural spring carbonated water, 
has named Albert Frank-Guenth- 
er Law, New York, to handle its 
| advertising. 


37 
Presnell to KSTL, St. Louis 


Ed Presnell, formerly in the 
sales department of H. P. Wasson 
|Co., Indianapolis, has been named 
a sales representative for KSTL, 
St. Louis. ° 


| 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
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BP LOS ANGELES HALE'BURTON BLDG. 
| SAN PRANCISCO CENTRAL TOWER 


Spokane 776 Mil es ‘ 


a 


eo 762 Miles 
San Francisco“ —— 
_———.\es 735 Miles 


& Los Ange 


A distinctly independent 


galt Lake Cit, 
Market 


oll For 


and unified trade area 


553 Miles Denver 


virtually unaffected 


by advertising in coastal cities 700 miles or more distant. 


A PERFECT TEST MARKET 


Wows MOSSY 3 absclilely tnescafialle wilh 
“Meu of lhe EC, ly ” Basher  bloey sing 


HEART OF A BILLION DOLLAR MARKET— 


Isolated .. . vigorous . . . unconquered is the great and growing Salt Lake City- 


Ogden market—a perfect spot to test your product or your advertising in color. 
An additional 3,000,000 tourists annually increase the potential of this already 


lucrative market. 


Display your product in color on PACKER “heart of the city” POSTERS in 


Salt Lake City and Ogden 


area in the nation. 


Your Advertising Agency has all the facts. 


a thrifty medium in the second fastest growing 


UTAH DIVISION 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Conover Sets Record 
Straight on ‘Controversy’ 

To the Editor: I am very much 
concerned over the erroneous im-| 
pression that your report of the) 
National Business Publications’ 
spring meeting has created among 
some of your readers, and would 
like to set the record straight once 


plans to take an active part in the dience Study—front page ApvER- 
|paid-controlled circulation con- TISING AGE June 15. 
_troversy. This is just not the case. I have tried to arrive at ‘a cum- 


is an association dedicated to the now I’m more confused than ever. 
improvement of all business maga-_| Using six issues, as you report Mr. 
zines through united cooperative Politz as doing, it comes to 459% 
action. Many of the members of of Klamath County families as the 


/azines. Our paid circulation prop- ald News. (Using the Life cumula- 


|NBP publish paid circulation mag- cumulative audience for the Her-| 


Campaign as a Result of ‘Vicious| 
Mud Slinging,’” and by failing to) 


give equal emphasis to the fact) 


NBP is taking part in a contro- 


unanimously to refrain from en- ” 
| tire readership. 


gaging in any controversy over) . ae 
circulation methods, many of your | The fact is that mud-slinging 
and attempts to create dissension 


readers—especially those who just | : 7 
glance at headlines—have been | between paid and controlled cir- 


: culation publications were vehe- 
given the impression that MBP nenily Social ot tin SO maak, 


ing; and, as stated above, the 
|}members voted unanimously to 


Biggest Florida | take no part whatsoever in any 


| controversy of this character. 


sisi = oP WwW ill devote our energies t 
o | n C r € a 5 € ve | dainaving oe certine to ma adil 
(Central nland) Wii | ers and advertisers and to helping 
* is pec * on in such basic activities as, a on 
for half a million people. — 


ample, helping give management 
. ORLANDO 


a true conception of the impor- 

tance of advertising in maintain- 
ae ing sales and profits. 

It leads all Fla. papers © 

in circulation increase, 


HARVEY CONOVER, 

President, Conover-Mast Pub- 
ABC ending March 31 
with 12.4 pct. 


lications Inc., New York; 
ORLANDO SENTINEL-STAR 


Chairman, NBP Committee on 
Advertising and Promotion. 

Morning - Evening - Sunday 

Orlando, Flori 


* * © 
Asks Rules for Arrival 
“Rep Burke, Kuipers G Mah 


at Cumulative Audience 

To the Editor: Would you be 
good enough to help out a country 
advertising man? I have just read 
| the story of Life’s Cumulative Au- 


*‘New Jersey is America’s 5th 


ranking quagmire of the down- 
trodden! 


men over 14 are working stiffs!’ 


80.7 percent of you 


NEWARK, NEW JERSEY 


®epresented nationally by O'Mara & Ormsbee, Inc 


versy over circulation methods 


that members of the NBP voted | 40es a pave injustice to our as-| 
| sociation and misinforms your en-| 


and for all. - peer lad : 
By headlining this meeting ¢tties are valuable, just as are our) tive percentages of 225, it comes to 
“NBP Votes Special Promotion| controlled circulation properties. 172%; using six weeks it comes to 
| Therefore, any implication that 2,754%.) 


Knowing that Life is sold to 13 
out of each 100 Klamath County 
homes while our paper is sold to 
76, the comparison makes some 
/sense—but _ still—w e11—perhaps 
you can tell me the ground rules so 
I’ll understand more about this. 

A. D. ADDISON, 

Advertising Manager, Herald 

& News, Klamath Falls, Ore. 


e oe * 
That ‘Legal’ Lottery 

To the Editor: I see by your pa- 
per of May 25 that somebody down 
Pennsylvania way is licensing to 
retail stores an old, bewhiskered 
joker in a new jacket at $130 per 
year per store. The scheme is 
called the “Pennsylvania Plan.” 
It is a combination of prize, pure 
chance and non-monetary consid- 
eration. Under this plan the store 
offers chances at prizes to persons 
who will call at the store and reg- 
ister their names. In other words, 
the store will swap chances at 
prizes for customer-contacts which, 
as the promoter admits, is very 
valuable to the store. 

Mr. Editor, a story is in point. 
In the days of Grover the Presi- 
dent, there came out of Missouri to 
Washington a man named John. 
This John was called to a top-spot 
in the government for the purpose 
of teaching lottery law to the Post 
Office Department and the states 
round about. Having been a suc- 
cessful lawyer, a circuit judge for 
ten years, plus a term on the Su- 
preme Bench of Missouri, this man 
was an able, just and upright ad- 
viser. 

The record is silent as to locusts 
and wild honey, but it is known 
that this Judge John L. Thomas, an 
assistant attorney general of the 
United States, was allergic to cam- 
el’s hair, sealskins, mink, “five per 
centers” and applicants for special 
favors who bear “gifts” for pub- 
lic officials. Like his big boss, this 
John believed that a public office 
is a public trust. He reviewed his 


ances and consideration. He un- 
derstood the natural down-drive 
effect which promoted gambling 
has on most people—people who 
need to be protected from the pro- 
moters. Judge Thomas stood as 
adamant against all those appli- 
cants and their high-priced attor- 
|/neys who tried to tell him that 
acts and conduct, like going to a 
jae and signing one’s name in 
/order to qualify for a chance at a 
prize, are not consideration in lot- 
tery law. 

Judge Thomas held that these 
camouflaged lotteries which re- 


| chances at prizes are “more perni- 


cious than an avowed lottery.” 
| Their danger lies in the fact that 
_ they create the gambling spirit in 
/'many persons who would not par- 
\ticipate in open, undisguised 
gambling games. With respect to 
‘these old jokers, such as _ the 
“Pennsylvania Plan,” Judge 
Thomas wrote a rule based upon 
‘elementary principles and the ad- 
|judged cases. This rule reads as 
| follows: 

| “Where a promoter of a busi- 
ness enterprise, with the evident 
design of advertising his business 
‘and thereby increasing his profits, 


distributes prizes to some of those € 


| who call upon him or his agent, or 


quire no money directly for| 


National Business Publications ulative audience for our sheet, and ° 


contract law as to offers, accept- seit 


4 pitied Lanett of bods deiigier dst dew devigghohe’ team 
ne aioe te tat saad mec the ay meas be 


| 
| 


TWO COOL COUPLES—The Jantzen ad ran in Life in 1950; the Lily of France ad, 
which appeared in AA June 8, is running currently. 
| 


| 

write to him or his agent, or put Another Good Idea 
themselves to trouble or inconven-| ‘75 the Editor: We thought this 
ience, even of a slight degree, OF was a good idea when we intro- 
perform some service at the re- quyced it in a Jantzen Foundations 
quest of and for the promoter, the advertisement in Life magazine | 
parties receiving the prize to be jay 8, 1950. . 7 
determined by lot or chance, a suf- | Botsford, Constantine & Gard- 
ficient consideration exists to con-| ner, New York, is our advertising } 
stitute the enterprise a lottery | agency, and Pete Hawley is the } 
though the promoter does not re- artist. { 
quire the payment of anything to. Grece Mitert, 
him directly by those who hold) sales Manager, Jantzen Foun- 
chances to draw prizes.” | dations, New York. 

Mr. Editor, this is still the law) 
among those who know the law. 


and respect it. To those who are ithe scheme. Well, in lotter 

- : “sag ey | . , y law 
about to invest in this Philadel- | poor O. John didn’t know a hawk 
phia Plan,” I suggest a reading of fom a handsaw. He didn’t have 
Thomas on “Lotteries, Frauds and seven years of study to guide him 


Obscenity in the Mails,” Sec. 16; 4; gid Judge John L. Thomas when 


Maughs vs. Porter, 157 Va.415, 161 |}, hi : A 
S.E.242; State vs. Wilson, (Vt.) 196 | page ees Tio ~ ao 
A.757 State ex rel. Regez vs. Blum- tentative study of a hon the ‘ 
er, 236 (Wis.) 129,294 N.W.491 Af-| “ ae 


ds : ‘pened in the last 50 years to that 


; lottery gambling which really a. 
Miner,239 (Wis.) 41,300 N.W.738. | oxisted in this country between 


And it might be helpful to browse jg99 and 1908. a period during 
around some in my book on “Flex- | there were no legalized 


| which 
ible-Participation Lotteries,” say jotteries for an : 
at Pages 77-86-262-270. | a oe ee 2 See 


'six breaches or attempts to breach 

Of course, I know that this old this policy, all of which have been 
racket gets by some prosecutors made under evasion, falsity or 
and some courts. It was so de- subterfuge. The six are: (1) race 
signed. It is so profitable that a track lotteries (lottery contracts 
promoter will take chances on by- in the guise of mutual wagers, in i 
passing some officials. For ex- French “Paris mutuels”); (2) 
ample, it is reported that when “good-end” lotteries (promoted 
the $1,000 “Pot O’ Gold Lottery” gambling camouflaged with some 
was turned over to Assistant At- good purpose); (3) prize contests 
torney General O. John Rogge, he (lotteries in the form of bona fide 


couldn’t see the consideration in 


DUPLICATE ORIGINAL 


PROCESS ENGRAVINGS 


AT IMPO RTANT SAVI NGS 


* An exclusive development. 
Where multiple insertions of 
the same ad break simultaneously 
it is now possible to furnish 
each publication its own 
originals and progressive 
proofs at a cost only 
slightly above patent-ty pes. 


} 
Pr paEVaVveyi'ss Ine: 


Beautiful Color Work « Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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contests); (4) radio and television 
lotteries (gambling games palmed 
off as quiz programs); (5) fishing 
lotteries (lotteries in the guise of 
“non-profit fishing contests”); (6) 
non-monetary consideration lot- 
teries (such as the “Philadelphia 
Plan’). 

All of these attacks upon a na- 
tionwide public policy have been 
made—not by the underworld, but 
by powerful influences in the 
overworld in the interest of ad- 
vertising, selling, entertainment, 
and the raising of money for good 
ends. In the name of common 
sense, how can the overworld hon- 
estly expect to restrain the gam- 


ently produced a car to equal the; place as fast as possible as safe as 
Rolls, Daimler, Mercedes. No ques- | possible. Americans seem to think 
tion mark here, either. | it’s supposed to be a s) mbol of what 
Quantity we have. Quality, hard- happens if you get enough oranges 
ly ever. Duesenberg was worthy as When you're young. 
any and maybe a few others in the| So let Ap AcE turn over the auto 
dim past. After the Big D, nothing Comment to a qualified guy. “Sym- 
worth speaking of. U.S. auto mak-| bols of quality in the motor field 
ers give so much for so much but |---” Gad, where’s the vermouth? 
nothing extra, as Jim Woolf would | ED CARLIN, 
like. And when you figure the cost Philadelphia. 
of the cheapest, it’s obvious that * a ” 
the so-called best is only second Offers Creative Man a Lesson 
rate because it doesn’t cost enough! To the Editor: Fo: The Creative 
| Advertising has done the job,|Man—How provincial can you 
_State-side, of course. Very few peo-| get? (AA, June 1.) 
| ple today ever saw a really ang] Akvavit is traditionally served 
_car and actually believe the copy-| with bottle encased in ice. Aal- 


tay 


served—and drunk. 
Yours in sorrow, not in anger. 
JOEL LIFFLANDER, 
Picard Advertising Co. New | 
York. 
P. S. I do not have the Aalborg. 
account. 
e 7 . 
Accomplishes Two Spreads | 
To the Editor: Thought you’d be 
interested in the ingenious way 
the publishers of Traffic World, 
The Traffic Service Corp., solved 
a potentially explosive situation 
to the satisfaction of both adver- 
tiser and agency—and in a man- 
ner that enhances a friendship of 

long standing. 


other advertiser had the center- 
spread scheduled for that issue. 

Cutting the plates and placing 
our advertisement on facing pages 
wouldn’t work because of the de- 
sign. 

Notice the solution to the prob- 
lem in the enclosed copy of the 
magazine—a book with apparently 


'two centerspreads. . . 


* 


W. H. ARBINGAST, 
Arbingast, Becht & Associates, 
Peoria, Ill. 

Traffic World false-stitched a 
form, a fairly common device 
which enables a_ saddle-stitched 
book to contain more than one 
“centerspread.” 


The advertiser—Toledo, Peoria 
& Western Railroad Co., Peoria, 
Ill..—had the centerspread, color 
and bleed, scheduled for the May 
23 issue of Traffic World. Owing) 
to a printers’ strike, the publisher | 
wanted to eliminate all inside 


aan sce ons er ee But when the product is | borg, for example, supplies spe- 
| ama eae tn cule | Con, good, little advertising 1S cial forms to restaurants. Ante- 
Goce: sania. Whhak a be. | eee. And your figures prove dates Four Roses and your other 
come of truth in advertising eens! what has happened with penny | references. Those who pontificate 
ety ta naltine echuieainasannen | or no advertising by our | should be careful to have facts 
, | friends across the sea. Probably this | straight before they wax sarcastic. 


entertainment, and respect for law | ; ; : Je i 
in divert and chante? has something to do with the fact: When you come to New York ring 


We 


| ‘ that the Old World is run by men | me and I'll take you to lunch in|color in that issue. We gave per-| UNITS and META! PARTS plus 
, Pee F. E. WILtiaMs, and the New by women. Them for-|New York’s best Scandinavian! mission to re-schedule our adver-| — | (EAS ond WORKING MODELS 
ie | —— — Div. No. 7, eigners still think a car should be|restaurant—Copenhagen (Danish) | tisement in the May 30 issue, and THE AMERICAN DISPLAY CO. Poa 
a. sou ourt, Civil Courts | comething what gets you some-|—and show you how akvavit is|then it was discovered that an-| 
Bldg., St. Louis. 
ns } 
1e, * 7 . A 
| * 
" | ‘Father's Day Will Be a Bore ° 
a Only to a Bach-e-lor!’ ‘ S 
“1 } To the Editor: Got such a kick a Wii Vea 
e out of The Creative Man’s Moth- ¢ 
er’s Day article that I thought you . 
would appreciate this, which I cut ; 
out years and years ago... ‘ 
MR. WHISTLER’S SIRE i 
— Metropolitan and rural t 
in Parenthood is always plural. a 
Therefore, Whistler must have had, 
a4 As you might expect, a Dad. t 
vk Naturally, Whistler’s other 4 
Parent was his famous Mother. 4 
ve While she posed, serene and quaint, 
‘m Someone had to mix the paint, ‘ 
Write the checks and build the fire. t 
en Who, but Mr. Whistler’s Sire! { 
3. : | | 
a Now’s your chance to fuss and bother, t 
q More or iess, about your father. 
p- Once a year, at least on one day, 
at June the twenty-first (that’s Sunday), 
Father rates complete attention. 
ist Apropos of that, we mention 
i ) Some of many ways to let him 
y ¢ Krow you're happy to have met him. | 
en Father’s Day will be a bore } 
ng Only to a bach-e-lor! 
ed WILLIAM M. Parrisu, 
nd Chicago. | 
ch s * ~ 
en Conventions Listed Weekly __ : y) 
vi To the Editor: I have a sugges-_ H 
“ tion for you. Why don’t you, in| ‘ 
io | the standing head “Coming Con-| ‘ 
2) ! ventions,” add a line which would ‘ 
> inform readers of the frequency H 
ae with which that listing appears—| ‘ 
monthly? every fifth issue? the : 
sts . : . | a e EG 
de first issue of the month? Wr ‘ uri} 
ALAN JACOBSON, ; e 
— New York. e I his 


The “Coming Conventions” col- | 
umn appears in every issue of AA. 


This 


How Long Can You Live? 
To the Editor: Here’s a bit of 
advertising gobbledegook that has 
me puzzled. I admit that I am not 
up on the latest advertising “‘psy- 
cho-semantics.” Perhaps the agen- 
cy that put out this wall card for 
Pabst Blue Ribbon beer will kind- 
ly explain its occult significance, if 
any: 
Pabst Blue Ribbon (dummy bottle) 
TRY THis... 
and you’!l agree it’s the 
Finest Beer Brewed 
in our 109 years 
It seems to me that only those 
who have been drinking Pabst 
Blue Ribbon for 109 years could 
make the requested comparison. 
JOHN EVANS, 
Direct Mail Advertising, Chi- 
cago. 


interest 


HINTHUSIASM! 


tee ees e*e* 


he 


ERICAN WEEKLY 
creates KNTHUS [ASM 


Enthusiasm grows and grows as The American Weekly shows a 44.9% gain 
in advertising revenue for the first 6 months of 1953 


Says Quality Is Question 
in U. S. Auto Output 

To the Editor: Your foreign car 
sales report (AA, June 1) was top- 
notch and unique. The accompany- 
ing editorial, one week later, is 
idiotic. 

W-h-o outside of Detroit, Dear- 
born or South Bend ever said we 
have been the epitome of auto 
quality. Won’t even bother to hit 
the question mark. 

W-h-e-n have we ever consist- 


over the same period of last year! 


*Enthusiasm is interest raised to the buying pitch! 
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Many Salesmen Could 
Learn a Lot Observing 
Techniques of Spielers 


By Lawrence Bernard 

ATLANTIC City, July 2—If you’re 
wondering where the television 
pitchman learns the art of selling 
kitchen gadgets, drugs, cosmetics, 
jewelry, clothing, dinnerware and 
other assorted paraphernalia, then 
come to this Jersey seaside resort. 
Here is the spieler’s spawning 
ground. 

Atlantic City proper has about 
four miles of boardwalk. There 
are more than 100 pitchmen in 
action on a pleasant summer day 
or evening, all doing their best to 
part strolling vacationers and con- 
ventioneers from their cash. If 
you'll buy, they’ll sell hair treat- 
ments, jewelry, china, lavender 
sachets and home furnishings, to 
name a few. 

Several weeks ago, for exam- 
ple, one of the speakers at the Na- 
tional Sales Executives convention 
banquet gave a talk on how to 
sell. One of his main points was, 
“Tell the prospect, ‘You need it’.”’ 
If any one of those salesmen wan- 
dered over to the Vi-de-Lan Corp. 
located at 1119 Boardwalk—right 
next door to the banquet hall— 


he’d have thought the speech was! 


being continued. 


s Ensconced on a platform at the 
front end of a small auditorium 
was a quick-speaking black-haired 
woman, nearing the end of a 50- 
minute sales talk. She had man- 
aged to hold about 75 people for 
up to three-quarters of an hour. 
All of them had been attracted by 
the sound of her snappy voice com- 
ing over a boardwalk loudspeaker 
and were now standing still, with- 
out so much as a post to lean 
against. 

She had told them, literally, 
about animal, vegetable and min- 
eral products, the state of their 
health, how to diet, how to dress 
and particularly how to take care 
of their hair, all liberally sprinkled 
with a sarcastic and delightful 
humor. 

Now she was rounding the 
stretch, going into the “straight 
sell.” The crowd became restless, 
started shifting and a few started 
to work over towards the exit. 

“Don’t go now!” she cried, 
raising her voice. “This is some- 
thing you ought to have. You need 
it!” 


s For those who were still waver- 
ing, she offered a “surprise” if they 
would listen to her for another 
two minutes. The “surprise” took 
close to 15 minutes to unveil. 

In the meantime the pitchman 
was busy selling Vi-de-Lan hair 
treatment and egg shampoo at six 
ounces for $2.20 (“on television 
you pay $3.30 for three ounces”) 
or 16 ounces for $3.30 (“reduced 
from $7.50"). Finally she got to 
the surprise: an “unadvertised” 
$1 size of lanolin hair treatment, 
a 50¢ cake of egg shampoo and a 
$3.98 nylon hairbrush, “all for $1.” 

This last offer enticed some 20 
people who had been hesitant 
about buying the more expensive 
sizes and the crowd began dis- 
persing. 


® An ApbvERTISING AGE reporter 
was standing at the edge of the 
crowd taking notes. As they left, 
the audience had comments like 
“Some salesman!” or “What a 


waste of time.” One white-haired 
gentleman apparently was recall- 
ing his younger, more active days. 
“The gift of gab,” he sighed ad- 
miringly. 

AA’s reporter was about ready 
td leave too, when an observant 


Atlantic City’s Boardwalk Is the 
Spawning Ground of Real Pitchmen 


| 
| Stranger approached. 
| “Is there something I can do for 
‘you? I see you’ve been taking | 
|notes. Would you like to step back | 
into the office?” | 
| The stranger was Maurice Wish, | 
president of Vi-de-Lan Corp. He. A 
|had been watching AA’s reporter, | «4 
-he said, from the moment the re-| 
porter whipped out a pencil and 
pad. The company always keeps a 
weather eye out for note takers. 
Occasionally these scribblers are 
would-be competitors (although 
Vi-de-Lan says they have no com-| 
petition on the boardwalk), less 
frequently they are newspaper or 
magazine people in search of a. 
story. Most of the time they are in- | 


Administration, checking the! 10,000 people walk by the store 
claims being made by the pitch- | daily. Of these, about one-third 
men. |walk inside and some 200 will 

| stand long enough to hear a com- 
® Mr. Wish introduced the report- plete “lecture.” The company 
er to his wife, Geraldine, the | stages 15 shows a day, seven days 
boardwalk pitchman of a few min-|a week, during the “season” (i.e., 
utes previous, only this time her the seven or eight months a year 
speech was slow and her tone that it is open). 


pleasantly mellow. | 


replied when asked how sales had the pitch about every other “lec- 
just gone. In other words, she had |ture.” Mostly, they consist of 
managed to hold the growing| youngsters, drunks and “middle- 


quarters of an hour, but for those | fresh kids.” They don’t get very 
last few minutes when they were 


tion-full pockets, they didn’t come | Lewis. 

across with alacrity. Vi-de-Lan is extremely reluc- 
Vi-de-Lan uses many devices, tant to reveal any sales figures but 

besides the loudspeaker, to attract an observer can estimate that, in 


agi eed a eR Or, LGD 


AT 1119 BOARDWALK—Mrs. Gussie Wish, with throat microphone, demonstrates 


| the proper way to massage the scalp during her pitch at the Vi-de-Lan store. She 
does more than a dozen ‘shows’ daily during the summer season. 


and hold the passing strollers.;season, a full house of listeners 
| They include animal pets in cages, 
‘asking members of the audience) gross sales per “lecture.” At 15 
'to come up on stage for a personal | “lectures” a day, this adds up to a 
application of Vi-de-Lan to their sizable sum for a relatively small 
tresses and Jerry Wish, son of | operation. 

/Mr. and Mrs. Wish, who performs) The Wish family employs seven 
an attention-getting mechanical! or eight girls to help out during 
|/man act dressed in costume and the peak months. Although the Vi- 
| makeup. de-Lan formula is reportedly dif- 


‘enough to come on stage for a in the past the company has spon- 
personal demonstration of Vi-de-| sored a local TV show which al- 
Lan don’t always fare too well. | lowed them a two-minute com- 
|As a case in point, one young lady | mercial. 

‘with long blonde hair volunteered) It didn’t prove too successful, 
for a demonstration. The pitch-| mainly because the girls lost their 
man, in this instance Mrs. Wish,| smoothness in front of a cold TV 
stopped about half-way through | eye, and the medium was dropped. 
and moved on to another topic be-| 

cause the audience was getting) ™ Vi-de-Lan does get “a tremen- 


restless. She left the blonde sitting| dous repeat business.” Every item | 


considerably disar-|sold on the boardwalk comes 
‘rayed. Completely ignored for packaged with an order form and 
about 20 minutes, the blonde business reply envelope. These 
screwed up enough courage to re-| mail order sales make the com- 
mind the pitchman that she was pany feel that its products have 
still sitting there. _ considerable appeal for consumers, 
“Honey, I’m going to give you especially since orders come in 
‘this shampoo free,” Mrs. Wish from all over the country. This, 
‘said. “I don’t have time to finish) without a boardwalk salesman to 
|your hair now, you'll have to doj| insult, cajole, advise, philosophize 
it yourself. Thank you 
much.” And she _ ushered the the prospect. 

‘blonde off the stage. | The most numerous pitchmen on 


‘on a chair, 


COME ON IN—Auctioneer William Blum tells his doorway customers at his At- 
lantic City boardwalk gallery to keep his “come-on” bargain a secret as he opens 
his pitch. After a fair-size crowd has gathered, c 

tion sale gets under way. 


During the heart of the season,;the boardwalk can be found in 
spectors from the Food and Drug | the company estimates that about|the auction galleries. These out- 
| fits sell jewelry, silverware, elec- 
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in the crowd, the auctioneer re- 
‘members the quarters and the 
/packages which he distributes to 
those eligible as the crowd breaks 
up. Oddly enough, the Ronson, the 
Westclox and the Motorola never 
got into the bidding. 


# In front of one gallery, an auc- 
tioneer was seen to approach a 
patron who apparently had been a 
frequent visitor. 

| “I’ve seen you here for three 
days,” he said, “but you never bid 
/on anything. Don’t we have some- 
‘thing you’d like to have?” 

“Yes,” the stranger replied, “but 
I’m not interested in bidding for 
them. Suppose you tell me what I 
can buy this for,” he said, point- 
ing to a china set in the window. 
“Or this,” glancing toward a silver 
| urn. 

The auctioneer quoted a price 
and a sale was made. 

That’s the way it goes on the 
boardwalk at Atlantic City. 


ted and the auc- 


s ore se 


tric appliances and assorted home 
furnishings. On a little table at 
the store front they display brand 
name items like Ronson lighters, 
Westclox table clocks and Motor- 
gla portable radios. 

Standing practically in the 
doorway, the auctioneer attracts 
his crowd with something like, 


Most Net Sponsors 
Keeping Programs 


During the Summer 


New York, July 1—Most net- 
work radio and television spon- 


“They didn’t turn too well,” she | ® Hecklers usually try to disrupt} 


crowd’s attention for up to three- | aged people trying to behave like) 


far—the pitchmen handle a verbal | 
supposed to dig into their vaca-|riposte like Milton Berle or Joe E. 


will bring in an average of $50. 


ferent (“and better”) than any| 
#® Some of the women daring similar product sold on television, 


very; with humor and otherwise sell, 


sors are sticking around for the 
summer. 

The summer edition of “FACTu- 
ary” gives statistical confirmation 
'to this situation, which was point- 
ed out earlier in summer replace- 
ment roundup stories in ADVERTIS- 


“Now, I’m going to start this beau- 
tiful Motorola off at $2. Who'll 
bid $2. Won’t you step in closer so 
| that you can see this value.” 


|@ Once a crowd is accumulated, a 
favorite technique is to offer up a 
blind item, package in plain wrap-|ING AGE (AA, May 25). 
ping paper, to anyone who will; By the count of “FACTuary,” 
give 25¢. (A variation also offers| Which is published by Executives 
a blind item, but this goes to the Radio-TV Service, 23 of TV’s 139 
highest bidder with the promise|"e8ular season network program 
that the top bidder need not buy it SPONsors are staying on the air 
if he can’t use it.) throughout the summer. Thirty- 
Once the crowd has shelled out|Mine of the regular season pro- 
its quota of quarters, the pitch|8™ams are vacationing, but 16 of 
| shifts. these will be spelled by sponsored 


“I want to thank all you ne 


for your confidence in giving me. 
your quarters for something you 
can’t even see. In fact, you’ve been 
so nice that not only am I going to 
give this package to each and 
every one of you, I’m also going to 
_return your quarters. Won’t you 
step down front where I will open 
this and you can all see what 
you're getting?” 


gw In radio only 17 of 127 adver- 
tisers are “laying off” for the 
summer. Twenty-five regular sea- 
son programs are vacationing, 
with six sponsored replacements 
scheduled. 

The program type summary 
shows dramatic fare predominat- 
ing on radio and TV, with 44 and 
33 programs, respectively. Other 
prevalent program types on TV: 
Quiz and participation, 17; straight 
variety, 10, and panel quiz, 10. 


/@ As the auctioneer is spieling, 
store employes quietly work their 
way around to the rear of the 


; ; /On radio: Serials, 28; news, 22; 
crowd, practically blockading the | musical and musical variety, 17, 
store exit. 


'and quiz and participation, 16. 
On cue, they all burst out, | q P pacian, 50 


“please move down to the front, | 
please find a seat up front,” as Dow Drug Names Schoenlaub 
they gently shepherd the crowd in-| Harry R. Schoenlaub, formerly 


to chairs. Some people will slip) engaged in sales promotion and 
out at this point, but most stay, | Merchandising for Van’s and May- 
particularly those seeking the re-| Selon nas [a ae ae 
turn of their quarter and their! chandise and sales manager for 
package. Dow Drug Co., Cincinnati. Mr. 
The auctioneer now becomes ab-| Schoenlaub will be responsible for 
sent-minded and starts talking|merchandising, sales promotion 
about $3,000 diamond rings which|@nd advertising of the chain’s 39 
he will start at $500, watches! Stores operated in Cincinnati, 
worth $250 which he will place in| ppiiD8field and Columbus, O., and 
bidding at $75, sterling tea sets, | ee 
valued at $4,500—“‘‘from the estate y 
‘of a rich southern widow”—which WPEN Boosts Elber, Rind 
he will start at $800. | Sam Elber, promotion director 
|for WPEN, Philadelphia, has been 
|promoted to head both the pro- 


@ Only an expert could possibly | ; 
determine the value of these items. | —— on Sr caanie as. 


But for dubious souls who worry! Fiber becomes assistant to Wil- 
about such things, the shills—fre-| liam B. Caskey, general manager. 
quently white-haired gentle old Jules Rind, program manager, has 
ladies—put on a convincing show.| been promoted to special feature 
They buy like crazy. Bracelets, | director. 

necklaces, rings, watches, chokers, | 

silverware, rugs and all kinds of W. D. Lyon Names Sullivan 
jewelry and home furnishings, de-| L. R. Sullivan, formerly asso- 
pending on what the store is offer- ciated with Meredith Publishing 


: “ ” 'Co., Des Moines, has been appoint- 
eo ign J a. Ta gua for 'ed head of the creative depart- 


: /ment with W. D. Lyon Co., Cedar 
If you stick around long enough Rapids agency. 
in front of one store, you will find 
them between pitches congregat- Nqmes Wright Advertising 
ing at the opposite side of the) Gidden Pottery Inc., Alfred, 


boardwalk, comparing notes. iN. Y., has appointed Wright Ad- 
|_ Eventually, when he’s all but) vertising Agency, Pittsford, N. Y., 
‘drained the willing pocket books to handle its advertising. 
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| unit costs and ultimately on prof- 
| it. ” 


Louis Globe-Democrat, 
|who is president of the institute, 


jurer, St. 


° 


newspapers to adopt standard cost 
accounting procedures as em- 
|'ployed by companies in other 
| industries.” 

| TT. F. Mowle, controller, Wall 


he has applied the tentative 
INCFO procedures with good re- 
sults. He expressed confidence | 
‘that the final report will be ready 
H. RICHARD SELLER, formerly account ex- for presentation at the institute’s 
ecutive and secretary of Don Allen & As) annual meeting at Louisville, Oct. 
sociates, Portland, Ore., has opened his 26-28. 

own agency at 206 S. E. Grand Ave., Port- 
land. Associated with him is his wife, Eliz- 

abeth, who will handle production. 


s Peter King, socnetety and as-| 
'Sistant treasurer, Milwaukee Jour- | 


4 C. Arthur Weis, v.p. and treas- cludes coverage of employe bene- 


|| sata that “without uniform pro-| 
j | cedures it would be difficult for 
4 
4 
ji 
i 


nal, presented details of his com- 
}pany’s annual report, which in- 


‘fits, expenses, waves and divi- 
dends. He stressed the importance 
of illustrations, charts and non- 
technical wording in annual re- 
ports. The company’s 1953 report, 
he said, will include a glossary of 
financial terms. 


_adian Paper Mills, told the confer- 


Street Journal, told the conference ence that newsprint will face in- 


'ereased competition for wood and 
‘capital from the boxboard, rayon 


| 
and tissue industries. 


To Klau-Van Pietersom-Dunlap 


Ray-Lind Mfg. Co., Iron River, 
| Mich., maker of loading cranes, has 
“appointed Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, to 
handle its advertising. 


| W. E. Soles, v.p. of —- 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


vac, WHBF :: 


«TELCO BUILDING, ROCK ISLAND, asies 
- Represented by Avery-Knodel, Inc. 


 WHBF is now GBS ! 


FOR THE QUAD.-CITIES 


PS > 


co 


| 
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New Method of | 
Newspaper Cost 
Finding Told 


MonTREAL, June 30—Progress 
toward establishing uniform 
methods of determining newspa-. 
per costs was reported here at. 


the meeting a week ago of the) 
Institute of Newspaper Controllers | 
and Finance Officers. 

W. R. Hays, controller of the’ 
Courier-Journal and _ Louisville’ 
Times, and Lawrence Long, part-| 
ner of Yeager, Ford & Warren, ac- | 
countant, who is serving as con-| 
sultant to the institute’s cost com-| 
mittee, presented a preliminary | 
report on a new cost theory de-| 
veloped from a formula originated | 
by Southern Newspaper Publish- | 
ers Assn. 

Mr. Hays explained that the 
new theory is being used by his 
department to acquaint manage- | 
ment with the trend in costs and | 
for projections to determine the 
effect of contemplated changes. 


s “The INCFO cost theory,” he’ 
said, “is based on the concept that | 
the cost of space should be allo- 
cated to the user. Specifically, this 
means news and editorial space 
to the subscriber, and advertising 
space to the advertiser. No con-| 
sideration is given to the mutual | 
dependency of news and adver-) 
tising. We know that any loss per. 
subscriber must be paid from) 
profit on advertising, if any over-| 
all profit is to be made. | 


“The theory does not measure 
efficiency,” Mr. Hays continued, | 
“except in comparison with prior | 
costs. An indication of department | 
efficiency can be determined by | 
eliminating from unit costs the | 


known changes. in_ production | 
costs, payroll, circulation, and so 
on. 


s “The resulting costs compared. 
with prior figures will show rela- | 


tive increased efficiency or de- 
creased efficiency. The SNPA 
formula suggested this and the 
Courier-Journal and _ Louisville 
Times have expanded the idea. 
Definite proof, however, can only 
be measured through engineering 
studies. 

“The first cost analysis will be 
the most difficult,’’ Mr. Hays said. 
“Subsequent ones will be rela- 
tively easy, since in making the 
first one the basis of allocations 
and the necessary adjustments to 
the accounting procedure will 
have to be made. If INCFO’s 
standard chart of accounts for 
newspapers is being used, little 
or no adjustment will be neces- 
sary to accounting methods. 


s “The value to management is 
unlimited,’ Mr. Hays pointed out, 
“because the analysis can be pro- 
jected to anticipate any known 
change in rates or volume and the 


effect these changes will have on> 


Every minute two dozen motorists are buying 
new batteries; 1380 every hour, 33,330 a day, 
12 million a year sold by neighborhood service 
stations! 

Approximately one half of all the replace- 
ment tires, batteries and accessories sold this 
year will be sold through these important retail 
outlets . . . the 200,000 neighborhood service 
stations which are supplied by major oil com- 
pany and oil jobber organizations. 

How do you put your brand in this picture? 
How do you get your share of this TBA* busi- 
ness? Not from the attendants or operators. 


Publishers of the 
Annual TBA Directory 
& Buyer's Guide 


1213 West Third Street ¢ 


You have to reach the marketing executives 
of oil companies and oil jobber organizations 

, the men who direct the packaging, storage, 
transportation and sales of petroleum products, 
PLUS the purchase and resale of tires, bat- 
teries and accessories ... the men who read 
National Petroleum News every week for latest 
marketing and merchandising news. 

For your share of service station TBA busi- 
ness, use the direct approach to the right men. 
Start telling your story in National Petroleum 
News now! 


*TBA is the oil industry's designation for tires, batteries and accessories. 


NATIONAL PETROLEUM NEWS 


a McORAW- HEL PUBLICATION 


Member of Associated Business Publications 
ond Audit Bureau of Circulations 


Publication offices: 
Cleveland 13, Ohio 
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Pat Ge eee 4 See 


REATIVE 
MEN 


work faster, better. . . 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 60-page book by James W. 
Young, Senior Consultant of J. Walter 
Thompson, is worth its weight in uranium 
to every man who must produce ideas. Gives 
you the positive 5-point program used by 
one of the highest paid men in the agency 
business, for developing ideas that sell. Ac- 
claimed as the biggest little book ever written 
for advertising men, now in its fifth big 
printing. A must for you if you are a 
creative man. $1.25 on 10-day money-back 
guarantee. 10% discount in quantities of 
10 or more. 


Inspiration for Every Man 
in the Agency Business 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who {ts broad- 
ening his horizons in the advertising busi- 
ness. As Victor O. Schwab says, ‘‘a book 
about business which emits flash after flash 
of penetrating insight... day by day 
guidance . . . pithy case-history experiences 
. ++ usable suggestions.”’ . . . In all 678 diary 
entries made during trying times, any one 
of which may suggest a solution to your 
current problems. Specially priced at $2.00 
on 10-day money-back guarantee. 10% dis- 
count in quantities of 10 or more, 


How to Set Up and Run 
a Program for Salesmen 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and usable 
outline of the proved method for (1) getting 
new salesmen into high gear quickly, (2) de- 
veloping a unifermly good performance pat- 
tern, (3) making each man pay off in higher 
average production. An easy-to-use program 
for sales managers who want more results 
starting now. $2.00 on 10-day money-back 
guarantee, $1.80 each in quantities of 10 
or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various boocks, 
it is clear that they are filling an important 
need in training programs. We suggest you 
start with a copy of the ‘5-Point Tech- 
nique’ for each member of your creative 
staff. 


MAIL ORDER NOW 


- 
| Advertising Age, 
| 200 E. Mlinols St., Chicago 11 


Please send me books as ordered below. I 
| enclose remittance with the understanding 
| that I may return books for full refund in 
| ten days if not delighted in every way. 


....coples, ‘'5-Point Technique 
for Producing Ideas’’............ LTTE 


...copies, ‘Diary of An Ad Man"’..$...... 


... copies, ‘Successful Sales 
Training’ ... ‘ godbbadvessioe 


PPPETeTELETEULETeee eee eee 
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(Continued from Page 1) 


FTC: Its Small Size 
Belies Its Influence 


| try governed by a written consti-| 


formal action or publicity. Where tution,” the committee said, “that! 
there is disagreement over fact or the courts shall be permitted to 


law, it sits in a semi-judicial ca- 


pacity. Even then its decisions— 
lall 


subject to appeal in the 
courts—consist only of cease and 
desist orders, which have no puni- | 


tive consequence unless there are in so far as we can the legislative | 
‘rule by which to measure the 
forms of contracts and combina- 
® FTC is commonly remembered tions in restraint of trade with 
as one of the economic reforms of which we are familiar or which we 
the Woodrow Wilson administra- can anticipate, we cease to be a 
tion. Actually, it came into being government of law and become a 


further violations. 


at one of those magic moments in| 
history when there is common 
recognition of a need. 

By 1911, both political parties 
recognized that the government 
was making little progress in its 
fight to break up the trusts which 
threatened to stifle competitive en- 
terprise. 

The Sherman Anti-Trust Law 
was already 20 years old. On the 
basis of Supreme Court decisions 
it appeared that the government 
was powerless to proceed against a 
dubious business practice until 
the existence of a monopoly could 
be demonstrated. 

By Jan. 20, 1914, when Presi- 
dent Woodrow Wilson went before 
Congress to draw the blueprint 
for an “interstate trade commis- 
sion,” there were already several 
congressional reports calling for 
the creation of an independent 
agency to “arrest the creation of 
trusts” by wiping out unfair meth- 
ods of competition. 


® In 1911 the Senate committee 
on interstate commerce heard 103 
witnesses. Its report warned that 
American business was at a cross- 
roads. Unless Congress could find 
new ways to restore competition, 
it might have to adopt a system of 
closely regulated monopolies. 

In a staunch defense of free 
competitive enterprise, the com- 
mittee’s report observed: “It is 
frequently asserted that the law 
cannot compel men employed in 
like businesses to compete with 
one another. There is a sense in 
which this is true, but only tech- 
nically true. 

“What is meant when we use 
the phrase ‘maintaining competi- 
tive’ is maintaining competitive 
conditions. We can both create 
and maintain competitive condi- 
tions, and, until human nature is 
revolutionized, when competitive 
conditions exist there will be ac- 
tual competition.” 


= The committee was disturbed 
to find the courts reserving for 


test each restraint of trade by the | 


. ‘ e | 
economic standard which each in-| 


dividual member of the court shall | 
‘happen to approve. 


“If we do not speedily prescribe 


government of men, and moreover, 
of a very few men, and they ap- 
pointed by the President.” 


® Additional legislation should 
be prepared, the committee said, 
spelling out objectionable  re- 
straints of trade. In addition, an 
independent commission should be 
created to administer this new law, 
and aid its enforcement. 

When the Interstate Commerce 
Commission proposed an_ inde- 
pendent agency to interpret and 
enforce the law in 1911, it was 
proposing a brave new experiment. 
Except for the Interstate Com- 
merce Commission, administrative 
agencies of this kind were new to 
the American form of government. 

Its report was a bit less than 
unanimous. Sen. Benjamin R. Till- 
man (D., S. C.), filing ‘“addi- 
tional views,” remarked, “I am 
inclined to believe we have too 
many commissions now. These 
commissions are composed of so- 
called ‘lame ducks,’ both Demo- 
crats and Republicans, who have 
been defeated at the polls, and 
are given these places mainly as 
a compensation and a means of 
support. 

“I prefer to wait and listen to 
the recommendations of the in- 
coming President of the United 
States.” 


# So it stood on Jan. 20, 1914, 
when Woodrow Wilson told Con- 
gress “there seems to be clear and 
all but universal agreement” that 
the time had arrived for additional 
legislation to deal with monopolies 
and trusts. 

“The average business man is 
convinced that the ways of liberty 


ee 
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WILSON ADDRESSES CONGRESS—Congress listened receptively as President Wood- 
row Wilson told a joint session on Jan. 20, 1914, of the need for “an interstate 
trade commission” to interpret and administer the anti-trust statutes. By fall, two 
major laws passed. The Federal Trade Commission was established to guard against 
unfair methods of competition in commerce and to investigate restraints of trade, 


unfair practices and 


over. We are now about to give 
expression to the best business 
judgment of America, to what we 
know to be the business conscience 
and honor of the land.” 


® No sweeping change would be 
necessary, he deciared. ‘We desire 
the laws we are about to pass to. 
be bulwarks and safeguards of 
industry against the forces who. 
have disturbed it. What we have to. 
do can be done in a new spirit, in 
thoughtful moderation, without 
revolution of any untoward kind.” 

Nothing daunts or discourages 
business like running the risk of 
falling under the condemnation of | 
law before it can make sure what 
the law is, the President observed. | 

“The practices and methods of 
monopoly are well enough known) 
so they can be explicitly forbidden | 
by statute. And business men de-| 
sire something more than that the| 
menace of legal processes in these | 
matters be made explicit and in-! 


telligible. They desire the advice, | 
the definite guidance and informa-| 
tion which can be supplied by an| 
administrative body, an interstate 


trade commission. 


s “The opinion of the country 
would instantly approve such a 
commission. It would not wish it 
empowered to make terms with 
monopoly or in any sort to assume 
control of business, as if the gov- 
ernment made itself responsible. 
“It demands such a commission 
only as an indispensable instru- 


business conditions. 


ment of information and publicity, 
as a clearing house for the facts 
by which the public mind and the 
managers of great business under- 
takings should be guided, and as 
an instrumentality for doing jus- 
tice to business where the proces- 
ses of the courts or the natural 
forces of correction outside the 
courts are inadequate to adjust the 
remedy to the wrong.” 

Within a few months, Congress 
completed action on two major 
pieces of anti-trust legislation. 


@ On Sept. 26, 1914, the President 
signed the Federal Trade Commis- 
sion Act creating a_ bi-partisan 
agency of five members, each ap- 
pointed to serve seven years. Two 
basic responsibilities were as- 
signed: 

1. To investigate, institute pro- 
ceedings and issue cease and desist 
orders against “unfair methods of 
competition” and “deceptive acts 
or practices in commerce.” 

2. To investigate the conduct of 
eorporations and make economic 
and legal studies on broad ques- 
tions affecting competitive condi- 
tions in industry and trade. 


s Less than a month later—Oct. 
15, 1914—the President approved 
the Clayton Act, spelling out addi- 
tional policy in the anti-trust field. 
Four sections of this act were as- 
signed to the FTC for enforce- 
ment: 

1. Section 2, which prohibits a 
manufacturer or seller from dis- 


are also the ways of peace and the 
ways of success as well,” the Pres-| 
ident said. “And at last the mas-| 
ters of business on the great scale 
have begun to yield their pref- 
erence and purpose, perhaps their 
judgment also, in honorable sur-| 
render. 

“What we are proposing to do, 
therefore, is happily, not to ham- 


themselves the right to determine per or interfere with business as. 


when a restraint of trade was enlightened business men prefer 
sufficiently severe to constitute an to do it, or in any sense to put it 
illegal act under the Sherman Act.| under a ban. The antagonism be- 

“It is inconceivable in a coun- tween business and government is 


FEDERAL TRADE COMMISSION PERSONNEL AND APPROPRIATIONS 


200 


FISCAL YEARS 1959-53 | 


Tom rerscee.* 


— 


pe 


*For years prior to 1953, the figure given is for personnel at the close of the fiscal year. For 


1953, it is the estimated personnel for the 


year. 


NOTE: The — for total appropriations is the result of the increased cost of personal serv- 


ices. 
to $5,860 in 
predominantly 


salary cost 


of Commission employes has increased from $2,880 in 1939 | 
3. — is mot considered excessive in an agency whose employes are | 


i 


e 


Collins, Miller & 
Hutchings 


photoengraving 


INC. 


Americas 
FINEST 


plant 


207 N. MICHIGAN AVE, 


CHICAGO 1 
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criminating in price between) 
customers of goods, wares and 
merchandise of like grade and 
quality where the effect of the | 
discrimination may be to substan 
tially lessen competition or tend 
to create a monopoly. 

2. Section 3, prohibiting the use 
of tying contracts—that is, the 
sale of goods and supplies under 
the condition, agreement or under- 
standing that the purchaser shall 
not use or deal in the goods or 
products of a competitor. 

3. Section 7, prohibiting direct 
or indirect acquisition by corpora- 
tions of the capital stock of com- 
peting corporations, where the re- 
sult might be monopoly or reduced 
competition. (Until 1950, when 
additional anti-merger legislation 
was passed, this section was 
evaded by merger of physical 
assets instead of capital stock.) 

4. Section 8, prohibiting inter- 
locking directorates of large com- 
peting corporations. 

On the basis of these two stat- 
utes the commission opened for 
business on March 16, 1915. Clam- 
oring at the doors—to put it fig- 
uratively—were literally hundreds 
of business men eager to complain 
about the sales policies of their 
competitors. 


Next week: FTC—How it oper- 
ates. 


‘Drab’ ‘52 Store 
Sales Show ‘53 
Promise: McNair 


Boston, June 30—According to 
Malcolm P. MeNair, Lincoln Filene 
professor of retailing at Harvard, 
1952 was a mediocre year for de- 
partment and specialty stores, but 
the prelude to better things in 
1953. 

In the Harvard Business School’s 
annual review, “Operating Results 
of Department and _ Specialty 
Stores in 1952,” Prof. McNair calls 
the ’52 department store business 
year “a repetition of the drab per- 
formance of 1951,” but with this 
difference: “whereas 1951 made a 
strong start and a poor finish, 1952 
started slowly and finished fairly 
strong.” 

Prof. McNair explained that the 
greater part of both years—from 
early spring, 1951, to late autumn, 
1952—was a period of readjust- 
ment to the buying spree that fol- 
lowed the outbreak of the Korean 
War. The consumer’s marked re- 
luctance to spend, which first 
made itself felt early in 1951, was 
still dominant through most of 
1952, he said. 


® On the basis of reports from 358 
companies, Prof. McNair found a 
sales improvement during the sec- 
ond half of 1952 which brought) 
department store dollar volume) 
up about 2% for the year. Also, 
with the siege of markdowns de- 
clining from a 1951 peak, the 


gross margin on sales gained aj} 
trifle. 

But neither of these was enough 
to do much against increased taxes, 
and net earnings came to 2.4¢ on 
the dollar—practically identical 
with the 2.3¢ earned in 1951. In 
this he differs somewhat with the 
National Retail Dry Goods Assn., 
which placed the department 
stores’ 1952 earnings at 2.3¢—the 
lowest since 1938. 

For the 84 departmentized spe- 
cialty stores checked by Prof. Mc- 
Nair, the picture was even less im- 
pressive. Though sales inched up 
slightly, earnings before taxes 
actually fell a little, to stand at a 
percentage only slightly above 
half that of the department stores. 

Comparing department store 
sales with those of other retail out- 
lets (see charts), Prof. McNair 
found them trailing the fieid. 


Retail Sales Comparisons, 1939-52 (Index: 1939-100) 


From “Operating Results of Department and Specialty Stores, 1952” 
by Prof. Malcolm P. McNair, Harvard Business School 
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Helped by a substantial rise in the 
food store group, total retail stores. 
sales far outstripped those of the 
big stores by advancing 3.6%. 
Furthermore, department store | 
sales failed to keep up with the | 
totals in their own general mer-| 
chandise group, which advanced | 


by 2.6%. Both variety store saies | 


and the combined sales of Mont- 
gomery Ward and Sears, Roebuck 
registered 1952 increases more) 
than three times as great as that 
of the department stores. 


s With all these competitive 
claims on the consumer’s dollar, 
Prof. McNair found it scarcely sur- 


prising that department store busi- | 


ness was not robust. More prom- 
ising for the future, however, was 
a gain in the number of transac- 
tions, to which he attributed what-_ 
ever sales gains were made. (The 
average value of sale, he said, re- 
mained stationary at $4.70.) 

Other good signs were lower 
food prices, which should help 
general merchandise sales, and 
some gain in productivity of em- 
ployes, which might offset in part 
the continued rise in wage rates. 

Noting that 1953 sales (to May 
15) were up 5% over 1952, Prof. 
MeNair looks forward to a better 
sales year if retailers avoid an ‘“‘ad- 
verse psychology” based on an ex- 
pected fall retrenchment. Instead, 
lhe said, they should “aggressively 
carry the fight for a higher stand- 
ard of living” by offering better 
goods and services. 


New Haven Adclub Elects 


George P. Chapman, advertis- 
ing manager for Gamble-Desmond 
Co., New Haven, has been elected 
president of the New Haven Ad- 
vertising Club. Other officers elec- 
ted are Clarence Balthaser, sales 
representative, Universal Match 
Co., lst v.p.; Richard J. Donnelly, 
advertising manager, Botwinik 
Bros., 2nd v.p.; John F. Hine, re- 
tail advertising manager, Evening 
Register, treasurer, and Woodrow 
W. Clark, advertising representa- 
tive, Bridgeport Herald, secretary. 


Topp’s to Chapman-Nowak 


Topp’s Lambskin Fashions, 
Johnstown, N. Y., maker of lamb- 
skin gloves, mittens and mocca- 
sins, has appointed Chapman-No- 
wak & Associates, Syracuse, to 


handle all advertising and mer- 
chandising for 
program. 


its new national 


Joins Sherman & Marquette | Drug Co., has joined the merchan- 
bo department of Sherman & 
‘promotion manager of Sun Ray | Marquette, New York. 


Jerry Gordon, 


formerly sales 


‘Murphy Opens PR Office 


| Julian G. Murphy, formerly 
‘public relations director for Min- 
ute Maid Corp., New York, has 
‘opened his own p.r. office at 122 E. 
(42nd St., New York. He will spe- 
‘cialize in corporate p.r. and prod- 
j uct publicity. 


| ‘Y&R Promotes Paul Wadell 


| Paul Wadell, associate copy di- 
‘rector in the Chicago office of 
| Young & Rubicam, has been pro- 
'moted to associate copy director, 
‘Young & Rubicam, Los Angeles. 


$1,000 


IN CASH PRIZES 


NATION-WIDE 
ART 
COMPETITION 


Artists and photogra hers, ama- 
teurs and professionals can enter 
this national competition by sub- 
mitting one or more designs for a 
rmanent seal to be used by the 
ational Anti-Vivisection Society. 


The prizes: 


$500 — Ist Award 
is — 2nd Award 


100 — 3rd Award 
50 — 4th Award 
25 — 5th to 12th Awards 


Contest Closes: November 1, 1953 
You need not be a member of the 
Society to compete for the Award. 
Information on the movement is 
yours for the asking. No obliga- 
tion, of course. 

Write today for complete details. 
THE NATIONAL ANTI-VIVISECTION SOCIETY 
37 S. Wabash Ave., Chicago 3, Il. 


nese Pertonadinnd 


For 


BANKS 


LEKAN 
Fin 


TV FILM PACKAGES 


BAKERIES 
BREWERIES 
CLEANERS 
DAIRIES 


Now, local and sectional advertisers can sponsor TV film 
commercials that are on a quality par with the best 
national campaigns! For the exclusive, six-months use 
of a 17-film Package Series, in single or multiple TV 
markets, the sponsor pays only a low franchise rate. This 
rate includes cost of complete personalization of the 
series with tailor-made voice copy throughout and special- 
ly produced scenes featuring the sponsor’s product in 
use. Availability is on a first come, first served basis. 


Thirteen 20-second and four 60-second films are included 
in the series. Cartoon animation is used liberally along 
with convincing live action scenes. Packages are immedi- 
ately available for the businesses listed above. . . 
lines of business may be furnished film series through 
Alexander’s interim package plan. 


— Write or Wire for Full Particulars — 


TELEVISION DIVISION 
COLORADO SPRINGS, COLO. 


BRANCH OFFICES: NEW YORK * CHICAGO + DALLAS + SAN FRANCISCO 
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Along the Media Path 


| Delaware Valley Education Tele- 
|vision Corp. The installation is 
|valued at more than $90,000. The 
‘education TV corporation, com-)| 
posed of some 100 education 
groups in the area, has applied 


soneuiemtamdad 


@e The Grand Rapids Press has, New York, Chicago and Detroit. 
just published a folder on its mar-| Topic of discussion, between tours 


ket service plan for advertisers 
and agencies. A copy is available, 
from Joe Lynch, promotion mana-_| 
ger. 


e Industrial Maintenance has is- 
sued a market data file, conform- 
ing to the National Industrial Ad- 
vertisers Assn. outline, dealing 
with the $5 billion plant operating 
and maintenance markets. Copies 
are available from Maintenance 
Publishing Co., 3623 Filbert St., 
Philadelphia 4. 


e Crosley Broadcasting Corp., 
Cincinnati, hosted 30 members of 
National Broadcasting Co. over the 
weekend of June 19-20. The NBC 
men were from sales offices in 


4 
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BLOW up SALES 
with OAK.. 


LLOONS 


Yes sir, this young 
man is looking forward to 
big things. A big balloon or 
a big BANG, it’s all the 
same to him. Kids just plain 
love balloons. 

PREMIUMS —— 


They will do anything to get a 
balloon. They’ll send you money 
with your box tops or wrappers. 
Attach a balloon to your cereal, 
dog food or toothpaste and they’ll 
buy it. 


For GALA OPENINGS 


Kids will wait in line at grand 
openings of shopping centers, 
super markets, shoe stores and gas 
stations. Anyplace where bal- 
loons are given out you'll find the 
kids. And not incidently, mom 
and pop will be right behind them 
with the hard cash for your 
products, 


For a sure-fire low cost promo- 
tion, try Oak Hytex Toy Balloons. 
With or without your imprint, 
we have the right balloon for 
your particular promotion, Send 
us the details 


of Crosley facilities and recreation, | 
was WLW merchandising, client, 
service, publicity, public relations| 
and programming departments. 


e A 200-page edition June 9 in. 
honor of the 200th birthday of) 
Greenfield, Mass., boosted normal | 
circulation of the Greenfield Re- 
corder-Gazette from 12,400 to 18,- 
000. The record issue required 30) 
tons of newsprint, according to H.| 
I. Jenks, business manager. 


for Channel 35. KYW will cease 
its duplicated FM operation when 
the group’s FM station application | 
is approved by the FCC. | 
ne The San Jose Mercury and| 
News, Ridder publications, have | 
issued their sixth annual consumer | 
analysis study of the San Jose 
| market. 


e WANN, Annapolis, Md., radio} 
outlet, has issued a 21-page book- | 
let “$250,000,000 Negro Market 
/'Coming Up.” The booklet surveys | 


‘the Baltimore-Washington-Mary-_ 


° With the August issue, Debut ‘land eastern | shore area Negro. 


today. 


a = 
The OAK RUBBER Co. 


Ravenna.Ounio. 


for cant retailers. The program | 
will feature a “Career and College 
Shopping Council” and will issue) 
a “Fashion Center” certificate. 


Stores in selected areas will be! 


awarded the right to distribute the | 
publication as a monthly premium 
to their customers. Each store will 
have its imprint on the front cov- 
er and will also be offered the 
chance to use the back page for 
advertising to their own distribu- 
tion. 


e Families with children buy 
more and spend more for homes, 
furniture, refrigerators, washing 
machines, etc., than do _ people 
without children, according to a 
special analysis of the Federal Re- 
serve Board’s study relating pur- 
chases to family status, prepared 
for Parents’ Magazine. Copies of 
the report may be had from M. E. 
Michels, promotion manager, Par- 
ents’ Magazine, 52 Vanderbilt Ave., 
New York 17. 


e The Toronto Star Weekly has 
started construction of a new plant 
building. It will consist of two 
buildings separated by railway 
sidings. One building will be for 
the manufacture of ink and the 
other for paper storage and a new 
rotogravure plant. 


e “How Business Has Grown,” a 
booklet illustrating the dramatic 
expansion of U. S. business since 
World War II., both in productive 
capacity and in executive person- 
nel needed to manage this growth, 
has just been released by U. S. 
News & World Report. 

The book’s purpose is to give 
advertisers some measure of to- 
day’s expanded markets and to 
point out the potential rewards 
from sales and advertising pro- 
grams geared to this growth. Cop- 
ies may be had from the publica- 
tion at 24th & N. St., N. W., Wash- 
ington 7. 


e “The 1953 Iowa Feed Survey,” 
fourth in a series sponsored by the 
lowa Farm & Home Register, is 
now being distributed upon re- 
quest. A copy may be obtained by 
writing to Richard C. Lee, adver- 
tising manager, lowa Farm & 
Home Register, Register and Trib- 
une Bldg., Des Moines 4. 


e Between now and next April, 
Seventeen will conduct an ad cam- 
paign to increase its roster of food 
advertising. Simultaneously, the 
publication is servicing 1,500 food 
manufacturers and retailers with 


weekly mailings. To make sure 
the 
boss’ 
dressed to his secretary, 
a personal note and offer of a copy | 
of the current Seventeen. 


e The Post, Salisbury, N. C., has 


released its 1953 Brand Preference | 
Survey. Copies are furnished free 
/upon request. 


FM tower and transmitter to the 


initial mailing reaches the) 
desk, the pamphlet is ad- the same month last year. 
with | 


broadcasts. Copies are available 
without charge by writing to the 
station at P. O. Box 749. 


e “Facts in Food and Grocery Dis- 
tribution as of January 1953,” the 
20th annual survey of food retail- 
ing by Progressive Grocer, is now 
available from the publication at 
161 Sixth Ave., New York 13. The 
survey reveals food store sales in 
1952 increased $2.7 billion to $39.7 
billion—the 14th successive annual 
gain. 


e With the October issue, McCall’s 
will have a new editorial feature 
devoted to men’s wear. It will in- 
terpret basic points of good shop- 
ping and selecting clothes for 
women who buy men’s furnish- 
ings. Charlotte Thompson, execu- 
tive director of the Men’s Tie 
Foundation, will edit the section. 
She will continue as the founda- 
tion’s director also. 


e The third all-Iowa brand inven- 
tory has been completed by the 
Des Moines Register & Tribune. 
The inventory is conducted every 
15 months and is compiled into 
book form, available upon request 
from the newspaper’s general ad- 
vertising department. 


e A study by Esquire reveals that 
it is considered the most effective 
in influencing perfume sales to 
men by 60% of a panel of 132 store 
buyers. Life is next, preferred by 
42%, The Saturday Evening Post 
third, chosen by 25%, Time fourth, 
12%, and The New Yorker fifth, 
14%. Copies of the study, which 
also shows the best seasons for 
selling perfume, are available on 
request from Mack Gorham, re- 
search director for Esquire, at 488 
Madison Ave., New York 22. 


e The Packer, 2nd and Delaware 


MEET THE AUTHOR—Fumio Uekuri, sales manager of the Japanese edition of the 

Reader's Digest and author of the first book on advertising and public relations ever 

published in Japan, talks with John Caples, Batten, Barton, Durstine & Osborn, be- 

fore returning to Japan and work on a Jap translation of Mr. Caples’ book, 
“Tested Advertising Methods.” 


Sts., Kansas City 6, Mo., has just 
completed a spot check survey on) 
the fresh fruit and vegetable in-| 
dustry. A report is available upon | 
request. 


e Metropolitan Sunday Magazine | 
Group has issued a guide to the 
principal markets. It is in the form | 
of maps and marketing data bound | 
into a small book designed as a. 
desk-top reference file. Copies are, 
available at Metro offices in New| 
York, Chicago, Detroit, San Fran-| 
cisco and Los Angeles. 


Department of New Laurels: 

The July issue of Modern 
Photography carries 68 1/3 pages 
of advertising, a 12% gain over 


All linage records for the clas- 
sified department of the Seattle 
| Times were broken this spring. 


Each of the first five months set 


new records for those months, and | 
two, March and May, set all-time | 
records. 

Family Circle’s advertising reve- 


/nue increased more than 25% dur- 
e KYW, Philadelphia radio sta- 
tion, has given its television and|compared with 


ing the first six months of 1953, 
1952. A_ record 


total of 417 pages were placed com- 


The July issue of Greater Phila- 
delphia Magazine, business con- 
sumer monthly associated with 
the Philadelphia chamber of com- 
merce, was the largest in its his- 
tory with 132 pages. 

The July issue of Nation’s Busi- 


pared with 396 for the same period 
last year. Revenue for the first six 
months set a record, totaling $6,- 
000,000, compared with $4,782,023 
for the first half of 1952. 

Mutual Broadcasting System for | 
the first five months showed an} 
increase of 8.4% in gross billings| ness reflects an 18% increase in 
over the same period last year. | linage over 1952. This is the 11th 
Gross billings for this year’s five-| consecutive month the magazine 
month period are $9,347,591, com-| has shown a linage increase over 
pared with $8,624,475 last year. 'the same period in the preceding 

The New York Times set a new | year. 
record this year with 4,393, 706 | Along with a gain in advertising 
lines of advertising, or 1,793 pages, | linage for 1952, The Rotarian re- 
during May. The previous mark of ports a dollar volume gain of 
4,241,792 lines was set in Novem- | 55.4% over 1951. 
ber, 1952. Also, on June 14, the In the month of June, Candy 
paper ran its largest summer vaca- | Industry published more advertis- 
tion section to date—52 pages. ing (174 7x10 units) than in any 

Advertising linage for Industrial) previous month in its history. 
Laboratories during the first half The August issue of Seventeen 
of 1953 increased over the same} sets a new record in advertising 
period for 1952 by 31%. That’s 630 linage and revenue for a single 
advertising pages this year com-| issue of the eight-year-old publi- 
pared with 479 last year. | cation. Linage for that month totals 

During the first half of 1953, 141,942. 

Electrical Merchandising, a Mc-| 

Graw-Hill publication, carried | e The Record, Stockton, Cal., 
more pages of advertising than in daily, has completed a three-year 
any similar period of its 50 years. | program of renovation and build- 
Total display pages carried in its i ing of its offices and plants. It now 
six 1953 monthly issues were 1,-| has a total floor area of approxi- 
167.47, nearly 18% ahead of 1952 mately 100,000 sq. ft. including a 
and 100 pages more than the pre- paper storage warehouse which 
vious record set during the first was built in 1948 adjacent to the 
half of 1948. | press room. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


! | WATERLOO DAILY 
1 . 2 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS . . . proof our grocers cre 
cooperative. You may have a copy of our tie-in yo FREE 
en request to see how your products rated in our i gro- 


cery > ee gage 
Here is proof . Aare te te ens cae of the Richest, sect 
protttebe TEST MARKETS in the Mid-west ... A Market 
covered only by the Waterloo Daily ont Sundoy Courier. 
Let our advertising and merchandisi Gana sho 

whet con be done with your product. W. i 


"WATERLOO. lowa 
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Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK RADIO 


China Makers Name Agency 
Shenango Pottery and Castleton 
China, china manufacturers, both 
of New Castle, Pa., have named 
|Cunningham & Walsh, New York, 
| to direct their advertising. Shenan- 
go previously advertised directly 
and B. Humphrey, Alley 
Richards, New York, formerly 


© you pias wo chap ter 0 vetrgerater cong. hes + 


© Visit any On ALL DEALERS USTED BLOW 


> oenihere: © Ge nae 38 Gee 


handled Castleton. 
DEALERS’ NAMES 
Gury Joins Benton & Bowles 
SALESMAN Jeremy Gury, formerly senior 
© Asx THe s ee predncnstead copywriter with Ted Bates Inc., 


Li 


has joined Benton & Bowles, New 


“nome 
Po York, as V.p. and copy supervisor. 


45 


|Brush Corp. Names Agency 


| Genuine Brush Corp., New York 

manufacturer of professional paint 
brushes, has named Edward Weiss 
_Advertising, New York, as its first 
‘agency. Advertising plans will be 
announced shortly. 


‘Ryan, Reif Join Kuoni 


| Irwin Ryan and Larry Reif, for- 
‘merly principals in Ryan-Reif, 
‘have joined Charles F. Kuoni Stu- 
dio, Chicago color photographer 
specializing in photographing food 
in color. 


May May Jan.-May - 

1953 1952 1953 1952 
American Broadcasting Co. ........$ 2,593,923 $ 3,323,092 $13,242,116 $16,402,402 
Columbia Broadcasting System .... 5,304,211 4,963,794 26,009,035 25,011,175 
Mutual Broadcasting System ...... 1,974,327 1,821,571 9,347,594 8,629,703 
National Broadcasting Co. ........ 4,141,070 3,861,882 20,753,318 20,475,920 
WUD. . masrecockiprdcn ee $14,013,531 $13,970,339 $69,352,063 $70,519,200 

NETWORK TELEVISION 
American Broadcasting Co. ........ $ 1,813,985 $ 1,504,043 $ 8,268,952 $ 9,437,783 
Columbia Broadcasting System .. 7,622,432 5,602,634 36,806,449 27,065,274 
DuMont Television Network ........ 864,870 775,063 4,584,218 3,740,274 
National Broadcasting Co. ........ 8,026,635 6,822,982 37,871,123 35,162,947 
TEN - cecthnisarsdcsmecinadnawccnntnel $18,327,922 $14,704,722 $87,530,742 $75,406,278 
NETWORK TELEVISION TOTALS BY MONTHS. 

ABC CBS MBS NBC Total 
POO sists scicisssex $ 2,674,622 $ 5,156,404 $ 1,786,134 $ 4,260,555 $13,877,715 
POOUOEY ncssccscsesse 2,538,663 4,670,089 1,638,075 3,813,602 12,660,429. 
NEE. ~ xavkdecstecrouien 2,797,544 5,526,360* 1,974,699 4,342,082 14,640,685* 
| PER SESE Era 2,637,364 5,351,971* 1,974,359 4,196,009 14,159,703* 
NEE Henteciee anise 2,593,923 5,304,211 1,974,327 4,141,070 14,013,531 
eee sche $13,242,116 $26,009,035 $ 9,347,594 $20,753,318 $69,352,063 

NETWORK RADIO TOTALS BY MONTHS 

ABC CBS DuM NBC Total 
JOBING sincsnvsarness $ 1,604,892 $ 7,052,395 $ 982,794 $ 7,558,448 $17,198,529 
February _............ 1,481,032 6,621,629 862,299 6,820,529 15,785,489 
IE lai descovisnantcets 1,728,446 7,739,812 1,054,857 7,938,751 18,461,866 
IES ecicuntrtecasiias 1,640,597 7,770,181 819,398 7,526,760 17,756,936 
WOE: ttinininicmen 1,813,985 7,622,432 864,870 8,026,635 18,327,922 
WANE: adccsecssnefeaiaad $ 8,268,952 $36,806,449 $ 4,584,218 $37,871,123 $87,530,742 


*Revised as of June 23, 1953. 


Lees Signs Kate Smith Again 


James Lees & Sons, Bridgeport, 
Pa., maker of carpets and Minerva 
and Columbia knitting yarns, hav- 
ing completed 26-week sponsor- 
ship of the Kate Smith show 
(NBC-TV), has signed to continue 
the telecasts beginning Sept. 7. 
D’Arcy Advertising Co. New 
York, is the agency. 


Millet Heads Haire PR 

Albert Millet, formerly promo- 
tion director for Haire Publishing 
Co., New York, has been named to 
the new post of director of public 
relations. Bernard Segal will suc- 
ceed Mr. Millet as promotion di- 
rector. 


DuMont Promotes Arries 


Leslie G. Arries, formerly as-| 
sistant director of programs and_| 


production for the DuMont Tele- 
vision Network, has been pro- 
moted to manager of DuMont’s 
Washington station, WTTG. He 
/succeeds Walter Compton, who has 
| resigned. 


Goertz Heads Axelson Sales 


Willard F. Goertz, formerly Cal- | 


ifornia sales manager for the Axel- 
son Mfg. Co. division of Pressed 
Steel Car Co., New York, has been 
named general sales manager of 
the division. Mr. Goertz has been 
/with the company in various ca- 
ipacities since 1927. 


WARWICK PHOTOTYPE 


OFFERS 


SET ON 


* Lucia Script. 


A KEYBOARD! 


Machine-set script type in any amount you 
want, any size you want. Warwick's amaz- 


ing new Phototype me 


thod gives you script 


when you need it. All type is machine-set 
.. all with razor-edge sharpness. This entire 

advertisement was set with Phototype. Write 

for the complete Phototype story today. 


WARWICK TYPOGRAPHERS, INC. 
Dept. A26, 920 Washington Ave., St. Louis 1, Mo. 
Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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YOUR CHOICE 
$250° Value 


ANY GIBSON APPLIANCE 


CHALLENGE—Gibson Refrigerator Co.'s 
| Flint, Mich., distributor is staging a house- 
| wives’ contest which should keep Gibson 
dealers on their toes. The housewives are 
asked to rate the dealer after watching 
a product demonstration. Winning house- 
wives get a free Gibson appliance and de- 
fense bonds and star salesmen get $100 
| prizes. The contest is being promoted via 
newspaper ads and direct mail. 


Dietonic to Test 
Its Non-Fattening 
Soft Drink in L. A. 


Los ANGELES, June 30—Dietonic 
_Corp., formed here as a subsidiary 
'of White Rock Bottling Co., will 
soon launch an aggressive adver- 
\tising campaign to introduce its 
/non-fattening soft drink to the 
| public. 

The soft drink, called Dietonic, 
will be available at the outset in 
five flavors—ginger ale, lemon 
|\lime, root beer, cola, and cream 
'cola. Other flavors will be added 
later. 

Dietonic is a non-sugar bever- 
age said to be indistinguishable 
from those containing sugar. It is 
designed to take advantage of the 
current interest in diets. It con- 
tains less than nine calories to a 
16-ounce bottle, compared with 
more than 150 calories in the aver- 
age bottle of ginger ale. 


® Distribution is now being set up 
in the Los Angeles area, with more 
than 1,000 outlets signed up. Ac- 
cording to William Sloan of Roy 
S. Durstine Inc., which has the 
account, a_ strong “saturation” 
campaign will start next week in 
newspapers and on radio and TV 
stations here. 


|| York News for the past five years, | 


sentative. 


e GRIER'S 


Other western markets will be) 
entered gradually after results of) 
the introductory test campaign in| 
Los Angeles have been evaluated. | 
| Dietonic is said to be the first) 
non-sugar soft drink in the West. | 


‘aie Joins Bachman, Kelly 


| Thomas E. Murray, formerly | 
‘president of Steel City Rubber 
Products Co., Pittsburgh, has) 


|joined Bachman, Kelly & Traut- 
man, Pittsburgh agency, in an ex- 
ecutive capacity. 


Morrow Advertising Moves 

| Tim Morrow Advertising, Chi- 
'cago, has moved to new quarters 
‘at 444 N. Lake Shore Dr. 


Mr. Gury at one time was a v.p. at. 
anaes & ay e 4 To Progressive Welder Sales 
| William F. Tingler has been ap- 
pointed director of advertising and 
sales promotion for Progressive 
Welder Sales Co., Detroit. 


Joins ‘Advertising Agency’ 
William J. Peel, with the New 


has joined Advertising Agency, 
New York, as an advertising repre-_ 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


. 
Corporation 
900 Kibby St. Lima, Obie, U.S.A. 
*Tredemarks Reg. U.S. Pat. Of, 


DuMont Names Stark 

Charles M. Stark, who recently | 
resigned from Solow-Stark Pro- | 
ductions, has joined the DuMont) 
Television Network, New York, as | 
an account executive. | 


ALMANAC 


2,100,000 CIRCULATION 
FOR 1954 


(GUARANTEED AND AUDITED) 


AGAIN! YOUR BEST ADVERTISING 
BUY IN THE SOUTH! 
NO RATE INCREASE 


THE LARGEST UNIT OF — 


_ CIRCULATION IN THE SOUTH 

Grier’s 2,100,000 circulation is concentrated 
in the fast-growing South. Its coverage is 
almost double that of any other publication 
in this territory. 
THE GREATEST R: F. D. 


- COVERAGE IN THE SOUTH 


Grier’s 1,000,000 R. F. D. circulation is by far larger 
than is afforded by any other publication in the states 
shown below. Many thousands of the homes covered 
receive no other printed advertising medium. 


Where Grier’s Almanac Goes: 


@ 1,100,000 copies distributed through retail 
drug and general stores by meons of a sys- 
tem of special editions sold to opproximotely 
34 of the largest wholesale druggists in the 
South. 


@ Another 1,000,000 copies of Grier’s ore 
mailed to R. F. D. Boxholders in the South. 
100% coverage of every R. F. D. box is 
guoranteed in every county in which Gr or’s 
is distributed, 


FOR INFORMATION AND RATES, 
CALL, WRITE OR WIRE 


GRIER’S ALMANAC PUBLISHING COMPANY 


GEO. M. KOHN, JR., General Manager 
Atlanta Office: P. O. Box 1435, Atlanta, Ga. — WAlnut 5129 


Eastern Office 
DAN B. JESSE, JR. 
10 EAGT 43AR0 STREET 
NEW YORK 17. WN. Y. 
MURRAY Hit 2-4848 


Mid-Western Office 
RAYMOND J. RYAN 
35 EAST WACKER ORIVE 
CHICAGO 1. ILL. 
ANoovEeR 3-2240 


Western Office 
4. G. DAVENPORT ASSOCIATES 
2412 W. SEVENTH STREET 
LOS ANGELES 5. CALIF. 
DUNKIAK 2-6254 
' A 
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THE ADVERTISING MARKET PLACE ff 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch, Regular card discounts, size and frequency, apply on display. 


HELP WANTED j 
ADVERTISING - SALES - PROMOTION 
Quality jobs for qualified men and women | 

THOMAS PERSONNEL 
8 S. Michigan FR-2-6230 


Advertising Sales Help Wanted By Trade 
Paper - Chicago - Detroit - Philadelphia - ADVERTISING & PUBLISHING 

N.Y. City - N.E., areas. Comm. Basis - FOR ALL TYPES OF PLACEMENTS 
Home Comforts Wholesaler, 60 E. 42nd St... GEORGE WILLIAMS - PLACEMENTS 


HELP WANTED 


SPACE REPRESENTATIVE 
DETROIT AREA 
| Needed by long established’ trade maga- 
|zine reaching industry in general. 
Chicago Box 5809, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


N.Y. 3, N.Y. 209 S. State St. Ha 7-1991 Chicago 
ADVTG. MGRS - COPY WRITERS 
EDITORS - PUBLIC RELATIONS | a POSITIONS WANTED 
SALES PROMOTION - ARTISTS \STYMIED TRADE PAPER AD. MGR. 
Serving both Employer and Empioyee wants spot as asst. with publisher or mfr. 
SHAY AGENCY Strong on layout, copy, production, pro- 


Chicago, 2, I1,| motion and contact. College grad., 27, 


30 W. Washington St. married. Chicago only. 


COPYWRITERS OPPORTUNITY: Versa-. 
tile writer with agricultural experience. Box $823, ADVERTISING AGE 


preferred. Persuasive, ethical copy for ad-— 200 E. illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


PUBLICATION RK£PRESENTATIVE 
A combination, for advertising purposes, 
of 3A State Municipal League publications 
presenis an excellent medium for the suc- 
cess of the many items that municipalities 
purchase. Repesentatives interested in 
the facts of this good package are invited 
to write so conference may be arranged. 
Box 5830, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


MISCELLANEOUS 


Movie & Sound Equipment 
WEB-COR TAPE RECORDER, 8 montis 
old, cost $190, price $100. BELL & HOW- 
ELL 70 DA 16mm. turret lens movie cam- 
era with 1 inch f/1.9, 2 inch f/1.6, 0.7 inch 
{/2.5 lens. Leather Sessame case, Weston 
Cine Meter, all like new, cost $600, price 
$325. BELL & HOWELL 16mm. Film-O- 
Sound projector complete, perfect, cost 
$575, price $300, both for $600. SOUND- 
SCRIBER electronic disk dictator and 
transcriber, matching stand, leather case 
and disks. Perfect condition, $150 cash. 
Box 5827, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IL 
3-D COLOR GLASSES 
for direct mail or newspaper 3-D ads 
contact Michael Chapman, Mfg. Rep., 
P. O. Box 413, Waukesha, Wisconsin. 


ure, bulletins, ex- PUBLIC RELATIONS agent traveling U.S. 
ee oe ee job in the for 5 years anxious to settle. Heavy on 
Advertising Department of a nationally-| Client contact, media experience, fund 
known advertiser. Pleasant Midwestern | ©4mpaigns and all phases of publicity writ- 
location. Unusual company benefits for ig. Looking for progressive agcy. or corp. 
you and your family. Give details of your With PR needs. Coll. grad., 30, family. 
background, education, family status and Box 5819, ADVERTISING AGE 
salary requirements. Send picture if pos- 200 E. lllinois St., Chicago 11, Ill. 
sible. SALES PROMOTION MANAGER 

Box 5823, ADVERTISING AGE Now employed electronics field. Experi- 
200 E. Illinois St., Chicago 11, Ill. enced electronics and white goods. Han- 
dle all elements of promotion. Write copy, 
MOLENE PERSONNEL plan complete campaigns including pub- 
SPECIALISTS IN GOOD JUDGMENT i iic relations, sales contests, display mate- 
ANdover 3-4424 rials, line folders, etc. College grad., early 

BANKERS BLDG. 's 


CHICAGO 11, ILL. | 30’s. 
Box 5825, ADVERTISING AGE 
CREATIVE Apyentiame ——, 200 E. Illinois St., Chicago 11, Il. 
Here's that ‘“‘once in a etime”’ opportu- 
nity if you're tired of the city but not re idea 


ed of producing bang-up work for top 
Samer dosounts. ‘Small. year old agen- | T° Tene—-connaane and coordinate for 
cy has unusual opening for highly tal- — pl ge ple degnee meee prod- 
ented, experienced artist who can cre- “Box 5829 ADVERTISING AGE 
ate rough ideas, produce clean comps,| — 999 &. Tilinois St., Chicago 11, Ill 
do some finishing and have a general - “ & » An. 
knowledge of production. Finest modern SMALL AGENCY or ADV. DEPT. 
offices in Wisconsin’s best known 50,000 | Ideas, copy, contact man with background 
pop. city, Ideal family living next door te |in agency, adv. dept., media promotion. 
fishing, hunting and all recreation. Experience includes industrial and con- 
income—unlimited future. Send complete | Sumer copy for newspaper, business pa- 
information first letter. Chicago inter-| per, outdoor, direct mail, dealer promo- 
views arranged. tion. Good on roughs, know production. 
Box 5805, ADVERTISING AGE No Ges, ne ee, bighly ae. 
” IL. Ox ’ 
oe eh ae = 200 E. Illinois St. Chicago 11, Ill. 
BARNARD 


SALES AND ADVERTISING MANAGER 
A service for employers and applicants in| FOREIGN ASSIGNMENT CONSIDERED 
the fields of advertising and publishing. | young enough to have plenty of drive (31 
Office and Professional CEntral 6-3178 | years); yet old enough to have acquired 
176 W. Adams Street Chicago 3, lll.|8 years of solid experience in public re- 
lations, promotion, advertising and sales. 

PROMOTION 

MANAGER 


Want position of real challenge and re- 
—— er cee. a 
want a man thoroughly experienced in ox 5826, VERTISING AGE 
pa tha - nt work for an unusually popular, 200 E. Illinois St. Chicago 11, Ill. 
long-established national monthly maga- Young Ambitious Ad Man 
zine - present circulation over 300,000.| College Education. War veteran married 
Now planning large expansion program in| with family. Have had 4% years Adver- 
new market. Here is opportunity for|tising Agency experience in Research, 
a man of initiative. To such a man would | mag, and newspaper production. The past 
be given an opportunity to set himself up| 2% years in television production and 
in a permanent position. ass't to ucer. Would like to connect 
Please write in confidence giving full! with leading manufacture in Ad Dept. as 
details, background, experience and salary | assistant to Advertising Manager. 
desired to start. Box 5828, ADVERTISING AGE 
Box 5821, ADVERTISING AGE 801 Second Ave. New York 17, N. Y. 
801 Second Ave. New York 17, N. Y. 


FRED J. MASTERSON | 
Avene r eS on 
All t of positions for men an e 
185 Ne Wabash Fr 2-0115 Chicago 


ARE YOU THIS 
LAYOUT ARTIST? 


Established North Side Studio 
wants a thoroughly ex- 
perienced layout artist for work 
on variety of national accounts. 
Must be strong CREATIVE man 
with good rendering technique. 
If you are looking for a better 
spot, this may be it. For inter- 
view, write, stating qualifica- 
tions. 

Box 568 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


TO A COPYWRITER 

WHO IS BUMPING A 
VERY SMART HEAD 
AGAINST THE CEILING 


Are you ready for this 
$15,000-$18,000 job eee 
and a green light to becom- 
ing Associate Copy Chief? 


Move over. Let us sit in your chair 
for a minute. You're with a good 
agency. Probably a bigger agency 
than ours. You're doing a terrific 
job. Your ideas, your headlines, 
your copy, reflect very few of the 


CREATIVE ASSISTANT 
TO AGENCY TV HEAD 


Top Studio Man ager 
SEEKS PARTNERSHIP 


round; can make 
investment. All replies strictly 
confidential. 

Box 566 ADVERTISING AGE ) 


801 Second Avenue, New York 17, N. Y¥. 


PRINTING PRODUCTION MAN 
to work in Chicago. Expd. in all meth- 
ods of printing and lithography. Also 
must be familiar with letterpress and 
offset plates, steel rule die cutting and 
bindery work. Adv. promotion firm with- 
out plant. Offers real opportunity and 
job with future to right man. State com- 
plete exp. and salary. 

Box 567 ADVERTISING AGE 
200 E. Illinois St. Chicago II, Ill. 


RESEARCH DIRECTOR 


Thoroughly experienced man to 
head research department in Mid- 
western 4A Advertising Agency. 
Should have extensive background 
in all fields of Marketing Research, 
including Product and Consumer. 
A knowledge of copy and media re- 
search in food field important. If 
you qualify, send full details of ex- 
perience, your age, education, and 
salary requirements. All replies con- 
fidential. 


Box 561, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


EXECUTIVE ADMINISTRATOR 


18 years of administrative and 
creative experience as major ex- 
ecutive with leading recording 
company. Thorough background 
music publishing, recording, ra- 
dio, television production. Per- 
sonal contact with all top art- 
ists, managers, agencies. Avail- 
able shortly. Excellent refer- 
ences. Will relocate. Box 563, 
Advertising Age, 801 Second 
Ave., New York 17, N. Y. 


FOOD MAN? 
Here’s Opportunity 
Unlimited 


Large 12-office 4A agency with 
headquarters in Midwest (not Chi- 
cago) seeks young man under 40 
with food merchandising and sales 
promotion experience. Background 


sins that so many advertising men 
commit. You avoid the cliche, the 
stereotype. You start with a fresh 
approach firmly attached to a sound 
selling idea. You communicate it to 
the reader with copy that is simple, 
clear, vivid, pictorial. You have the 
campaigns to prove it. You're good. 
But there are good men ahead of 
you. You're ready for more respon- 
sibility. You're ready for the top- 
level team in an agency where you 
won't be bumping your head. You're 
ready for it now. You don’t want 
to wait. 
If you're that man, you'll find that 
opportunity here. We're a Midwest 
4A agency (not Chicago). Right now, 
we're what the people in the busi- 
ness call “hot.” We handle a sub- 
stantial number of important na- 
tional accounts . . . and the list is 
growing. That means we’re growing. 
It also means the man in this job 
will be growing. 
Sound interesting? Fine. Next step 
is to send us a résumé of your ex- 
perience, education, a snapshot and 
a few representative samples for 
which you were completely respon- 
sible. 

Box 562 ADVERTISING AGE 


200 E. Illinois St. Chicago 11, Il. 


The young man we want for a 
key spot in our agency will be a 
good advertising man as well as a 
good television man. He’ll know 
something about developing basic 
sales themes, polished commercial 
copy, TV show ideas and tech- 
niques. He'll be an imaginative 
writer, capable of making real 
contributions to 6-figure ad- 
vertisers as well as smaller ac- 
counts. He'll be 26 to 30, with sev- 
eral years of experience behind 
him and a terrific rm y by row 
ahead of him. He won't afraid 
to handle detail on some projects 
and move ahead on his own on 
others. He’ll know enough about 
handling people to work smoothly 
with clients, superiors and sub- 
ordinates. He’ll move ahead just as 
fast as his abilities enable him to 
in this expanding, leading Wash- 
ington, D. C. advertising agency. 
Pleasant working and living con- 
ditions, congenial staff. lary 
commensurate with experience 
and present capacity. Tell us all, 
including availability, income 
needs and expectations plus ré- 
sumé in letter to Box 565, Adver- 
tising Age, 801 Second Ave., New 
York 17, N. Y. 


in food advertising, sales and mar- 
keting would be highly acceptable 
also. This man probably now with 
food manufacturer, chain or possi- 
bly another advertising agency. Cre- 
ative personality and approach will 
count. Here is an opportunity for 
quick advancement in this agency's 
rapidly growing list of leading-name 
food accounts . . . as specialist in 
food merchandising and sales pro- 
motion. Address Box 564, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
11, Mlinois with your full working 
history and accomplishments. 


Here's a bit of good news 


for the man who runs 
his car on Esso Extra! 


First, we take exght performance qualities which auto- 
motive engineers agree are umporiant and capable 
of measurement in a gasoline 


1. Sheer Power; 2. High Anti-Knock; 3. Long Mile- 


age; 4. Clean Engine Operation; S. Quick Sterting; 
6. Fast Warm-Up; 7. Hot Weather Anti-Vapor-Lock; 


8 Cool Weather A.nt-Stalling, 

Then, we carefully test Esso Extra for these quali- 
But you never actually see your gasoline at work, ties against al! gasolines that compete with it. And 
and many of the differences only show in your en- the pay-off is that, ume and again in these tests, 
gine over @ period of time Esso Extra meets the highest standard of overall, 


So we're happy to tell those loyal friends who make yout round performance quality to be 110 be found! 
it a regular habit to drop in on our Esso Dealers, and 


Add to this the fact that Esse Extra is the largest- 
to pin their faith to the Esso Extra pump, that they setting premium gasoline in the area served by Esso 
couldn't be more right if they had all the petroleum Dealers and this should be cheering news to Esso 
knowledge in the world’ Extra fans. and cause for sober thought to others! 


When a man buys “premium” grade gasoline, it's a 
safe bet he does so from a desire to realize the most 
he cap from his investment in his car. But it isn't 
easy for the ordmary person to make a really expert 
selection of his brand of gasoline’ 


Your engine can tell one from another in several 
important ways. But for you it's a little harder’ You 
can tell which knocks and which doesn't. You can 
tell which seems to give a good feeling of power 


Regardless of hopeful opinions you may hear to the 
contrary. we've got brass-tacks proof that today's 
Esso Extra meets the highest standard of all-round, 
year-reund performance quality. 
And here's just how we know this 


So... thanks for your business, and thanks for your 
attention, and have a “Happy Motoring” summer, 
with the knowledge that you just can not find a bet- 
ter grade of gasoline year-round than Esso Extra for 
the modern horsepower im your faithful engine’ 


Esso Extra meets today's highest standard 
of year-round gasoline performance! 


ESSO STANDARD OIL COMPANY 


£580 ROAD MAPS make travel easy and interesting They're 
tig. readabie, accurate, up-to-date And if you re planning a inp 
ask your Esso Dealer about Esso Touring Service 

He'll have your inp map-routed for your “Happy Motoring.” 


ee eee oe 


REASONS WHY—For the motorist who’s confused by claims for gasolines, Esso Stand- 
ard Oil Co. has prepared this copy to tell why Esso Extra is best. 


Don't Worry If You Buy Esso Extra; 
It's Actually the Best, Esso Says 


New York, June 30—On the theory that an ordinary person is con- 
fused by claims made about premium gasoline “and tends to disbe- 
lieve them,” Esso Standard Oil Co. has prepared a series of five “in- 
formative” large-space ads to run in a long list of newspapers between 
July and September. 

The first ad in the series will say that a motorist can’t make “a really 
expert selection” between gasoline brands, so the best bet is to buy 
Esso Extra, which gives the best performance for “sheer power, anti- 
knock, long mileage, clean engine operation, quick starting, fast warm- 
up, hot weather anti-vapor lock and cool weather anti-stalling.” 

Esso will also use its “Esso Reporter News” program on radio and 
TV; 3,000 outdoor panels in its 18-state marketing area, and point of 
sale materials. 

McCann-Erickson and Marschalk & Pratt are handling this advertis- 
ing. (See the feature article on Page 34) 


|for more delicate clothing, and a 


ramy Introduces | Spiral agitator. Deliveries to deal- 
Washing Machine in | ers will begin Aug. 1. 


The equipment will be described 
s to the trade with spreads in Elec- 
Consumer Campaign trical Dealer, Electrical Merchan- 
SYRACUSE, June 30—Easy Wash- jdising and Retailing Daily. The 
ing Machine Corp. will go all out dealer promotion kit includes a 
in promoting its new automatic lighted display piece, four-color 
washer units in late summer. |literature, refresher cards, a satin 
Richard E. Weiss, advertising banner and a demonstration guide. 
and sales promotion manager, dis- | Although most of the push will 
closed to dealers here last week) be behind the automatic washer, 
that color pages in American spin-dry and wringer washers and 
Home, Better Homes & Gardens, gas and electric dryers also will 
Good Housekeeping and The Sat- share in Easy’s new program. 
urday Evening Post have been’ Easy’s agency is Batten, Barton, 
scheduled. The manufacturer also Durstine & Osborn, Buffalo. 
will buy “the biggest and most 
complete newspaper program ever Kleinert Boosts Mergentime 
to come out of Easy” in about 200. Charles B. Mergentime, director 
markets, he added. and treasurer of I. B. Kleinert 


Equipment 

for Sale? 

If you want to sell anything 
from recording equipment to 
reproduction equipment such 
as a Multigraph machine, you 
will find the classified page of 
Advertising Age a quick, inex- 
pensive way to contact buyers. 


Radio-TV spots, outdoor and di- Rubber Co., New York manufac- 
rect mail also will be used. \turer of rubber goods, has been 


| The merchandise was introduced _ieecreage’ to ae co age oy Pan 
|with science-fiction fanfare in a|C7@rse Of merchandising for te 


| production against a Martian back- company’s shower curtain and 


. |girdle departments. An extensive 
ground. New York TV and radio advertising campaign is now being 


talent was imported for roles in| developed for these departments. 
the drama. Advertising and pro-|Grey Advertising, New York, is 
motion plans were presented in a/ the agency. 

“rocket ship” atmosphere, and the) 

washer was demonstrated by jum- Appoints Moser & Cotins 

bo props that worked in unison) Mohawk Cabinet Co., manufac- 


with moving parts of the machine. | turer of frozen food display cases 
|and refrigerator cabinets for home 


F delivery trucks, has appointed Mo- 
® Promotional features of the cer & Cotins, Utica, N. Y., to direct 
washer are two washing cycles,| its advertising. Plans include busi- 

‘one for regular fabrics and oneness publications and direct mail. 


-_—~ 
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| 
| 
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» ARF Issues Research Guide 


The Advertising Research Foun- 


Bibliography of Marketing and. 
Advertising Research.” The bro-| 
chure is intended as a condensed 
guide to the most relevant and ac- 
cessible literature on marketing 
and advertising research. Copies 
may be obtained from the foun- 
dation. 


Names Central Advertising 


Automotive Necessities, New- 
|buryport, Mass., has appointed 


Press; John Broughan, Greenfield Recorder-Gazette; Leonard t. Central Advertising Service, Bos- 
Marshall, Cresmer & Woodward, and G. P. Swanson, Spokane ton, to direct its advertising. Na- 
Spokesman-Review. Retail advertising problems of newspapers | tional publications and direct mail 
occupied the spotlight at the meeting. 


BULL SESSION—Between business sessions at the Newspaper Ad- 
vertising Executives Assn. in Boston, these delegates gathered 
for shop talk. Left to right are William Saverberg, Ward Griffith 
Co.; O. A. Robinson, Charlotte Observer; Bart Barnes, Bristol 


'will be used to merchandise the 


company’s line of automotive 


a a | products. 


| Stearns Promotes Medlock 


Gordon E. Medlock, assistant 
sales manager for Stearns Mag- 
netic Inc., Milwaukee, has been 
promoted to sales manager. Mr. 
| Medlock will be responsible for 
| sales of the company’s line of mag- 
|netic separation and power trans-| 
| mission equipment. | 


47 


Knudsen Joins Smith, Hagel 


William Knudsen, formerly v.p. 


dation, 11 W. 42nd St., New York | and art director of R. T. O’Connell 


: “ 'Co., has joined Smith, Hagel & 
36, has issued “A Short Annotated Snyder, New York, as art director. 


“yet how 


_ ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype. Styles, sizes for 
every job—house organs, ads, direct mail, catas 
logs, brochures -even letterheads! Easy, fast. 
(A stenographer set this entire ad!) Cuts type 
costs by as much as 90%, Clean, sharp charace 
ters, ready for offset or silk screen reproduction, 
Send for free catalog today! 


TOTYPES. 


1415 Roscoe Street 
CHICAGO 13 


7 % h 


‘FO 


OPENER—At the opening luncheon of the Newspaper Advertising 
Executives Assn. were (from left) Monroe Green, New York 
Times; William H. Howard, Young & Rubicam; John Lewis, St. 


Paul Pioneer Press & Dispatch; Dr. Sarah M. Jordan, of Boston’s 
famed Lahey Clinic; Laurence T. Knott, Chicego Sun-Times, NAEA 
president, and Anton M. Bondy, Lever Bros. Co. 


| | KMBC, WHB to Share Channel The Hoffman Name 


The Federal Communications 


| 
Commission has approved the ap- Helps in Selling 


vision and other appliances on a 
fulltime basis. He had been work- 
ing at TV and appliances nights 
and weekends. It 


“KINGSBRIDGE” 


plications of KMBC and WHB, 
Kansas City, Mo., to share time on 
Channel 9. Officials of the two 


stations agreed to joint use of the. 


channel to avoid further delay in 
providing television service to 
Kansas and the surrounding area. 
KMBC plans to have TV _ pro- 
grams on the air within two 
months. 


Nielsen Named KCBS Exec 


Carl Nielsen, formerly television 
spot sales manager for National 
Broadcasting Co. in San Francisco, 
has been named an account execu- 
tive for KCBS, San Francisco. Mr. 
Nielsen succeeds Glenn Ticer, who 
has been promoted to manager of 
the San Francisco office for CBS- 
TV spot sales. 


Pearson Named Oster A. M. 
Charles F. Pearson, formerly 
sales manager of the food freezer 
division of Gibson Refrigerator 
Co., has joined John Oster Mfg. 
Co., Racine, Wis., as advertising 
and sales promotion manager. 


Hoffman TV Sets 


TACOMA, WASH., July 1—When 
you are selling Hoffman television 
sets, it’s a nice gimmick to have 
Hoffman for your own name. 

Fred Hoffman, out of the auto- 
mobile service buiness, found that 
out when he took on the Hoffman 
TV line. To capitalize on the name 
and to push TV with consistent 
dealer advertising, Hoffman (Fred, 
that is) does a twice-weekly col- 
umn in the Tacoma News Trib- 
une with an assist from Kay 
Shinn, account executive at the 
Condon Co. here, which handles 
the dealer’s advertising. 

“Last November, Mr. Hoffman, 
manager of the service station and 
tire department of Mueller-Har- 
kins Motor Co., Buick dealer and 
Buick distributor for southwest 
Washington, told his boss, Rudy 
Mueller, that he was going to quit. 
Mr. Hoffman wanted to sell tele- 


PHOTO ENGRAVINGS 


Our business is photoengraving. 
You'll never know how good we are until 
you try us... and then you'll wish you 
had done so before. Color and 

black and white. 


X 
. Chic 
160 E. Iinons Seis Delaware 


looked good 
enough to him to get in all over. 


@ Mr. Mueller made a counter- 
proposal. He said he would set 
Fred up in a dealership at the 
Mueller-Harkins location. It was 
a deal for Hoffman TV sets. 

Because of the coincidence of 
the Hoffman name, Mr. Shinn sug- 
gested a column-type ad program, 
and the first appeared on Nov. 30, 
last winter. The column is signed 
by “Fred” for “Fred Hoffman, 
your Hoffman TV man.” The ads 
are kept in a light vein. Some are 
whimsical, but all lead straight 
to the Hoffman “commercial” at 
the end. The columns are as long 
as the copy requires, generally 
10” to 13”. 

A typical column is_ headed, 
“Grease the skillet, Kids! Pop’s 
coming home loaded!” and opens, 
“When you read this, I'll be gone 
...gone fishin’, that is! Yep, today 
is the day! the lowland lakes are 
open and a thundering herd of 
eager anglers are stampeding for 
the hills! The lakes are blanketed 
with boats...and I’m right in the 
middle with my wash-tub!” 


@ There’s more in the same vein, 
‘and then the commercial: 
| “Shame on you happy fishermen 
who left your nice little wives 
home today television-less. Pull 
/yourself together—be a hero—be 
that grand guy you know you are 
| —buy the little woman a Hoffman 
Easy-Vision Television set, so that 
you may again hold your head 
| high and walk in the sun. Buy 
‘your Hoffman from me, Fred Hoff- 
|man, at Mueller-Harkins. But 
| don’t call me today! I’ll be fishin’!” 
Each month since November has 
shown an increase in sets sold at) 
Fred Hoffman’s. Two salesmen| 
have been added. This month the 


‘Hoffman dealership, having out- 
grown the showroom at the Muel-| 
ler-Harkins location, moved to a! 
new building with ample room. | 


Packard Tests Promotion Plan 


Packard Motor Car Co., Detroit, 
|is conducting six-month tests in 
| Chicago and New York, the results 
_of which will serve as a pattern for 
a $10,000,000 annual promotion 
program. Improved advertising 
and merchandising techniques will 
be employed in the company’s 
five-year plan to regain the top 
spot in the luxury class car mar- 
ket, according to James J. Nance, 
company president. Maxon Inc., 
Detroit, is the Packard agency. 


is the solution! 


When New York lost Grand Central Palace as 
an Exhibition Hall ... IRE chose Kingsbridge 
Armory for 


THE RADIO ENGINEERING SHO'W 
March 22-25, 1954 


Because it offers: 


¢ Direct Subway Service to the door. 
e All exhibits on one huge floor. 


¢ 1/3 more space than on four floors at Grand 
Central Palace. 


No pillars, largest arch roof in U.S.A. 
Two big lecture halls on floor below. 
Keeps a great show in a great city! 


° 


Exhibits are being booked for 1954 on a waiting 
list basis only, with complete sell-out certain. 
Starting with the big Hotel Exhibition in No- 
vember, five shows have selected Kingsbridge 
Armory. 


THE INSTITUTE OF RADIO ENGINEERS 
Exhibits Office: 1475 Broadway, New York 36, N. Y. 
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Buys ‘Show of Shows’ Segment 


Shwayder Bros. Inc., Denver 
maker of Samsonite luggage and 
Samson folding tables and chairs, 
has purchased a 10-minute seg- 
ment of “Your Show of Shows, 


National Broadcasting Co. televi- | 
sion program. Beginning Sept. 5, | 
be televised in ap-. 


the show will 
proximately 58 markets. Grey Ad- 
vertising Agency, New York, is 
the Shwayder agency. 


Wedgwood to St. Georges 
Josiah Wedgwood & Sons, New 
York, has appointed St. Georges & 
Keyes, New York, to handle ad- 
vertising for Wedgwood china in 
the U. S. Hewitt, Ogilvy, Benson & 
Mather, New 
agency. 


toils. “Treasury,” 709 Webster, New | 
Rochelle AA-1, N. Y. | 


Vale Chemical to Benham 


| Vale Chemical Co., Allentown, 
Pa., maker of ethical pharmaceuti- 
cals, has appointed Benham Ad- 
vertising Agency, Philadelphia, to 
handle its advertising and sales 


for space in medical periodicals 
and direct mail. 


Compton Names Cornwell 


| Douglas Cornwell, previously 
|with General Foods Corp., New 
York, has joined Compton Adver- 
tising, New York, as a member of 
the market development depart- 
|ment. 


| 


York, is the previous | Keady Joins Ruthrauff & Ryan 


Ted Keady, formerly radio and 
‘television director for Pitluk Ad- 
'vertising Co., San Antonio, has 
been appointed an account execu- 


Would you like to see how ! | tive with Ruthrauff & Ryan, Hous- 
started a Mail Order Business | ‘°”- 


without risking capital? Free de- | WVOM, Boston, Moves 


WVOM, Boston, has moved its 
offices and studios to 790 Com- 
monwealth Ave. 


promotion. Preliminary plans call 


Department Store Sales... 


Sales Hold Steady, 


WasuincTon, June .30—Sales by 
department stores in the week 
ended June 20 were 13% above 
those of the corresponding week 
of last year, according to the Fed- 
eral Reserve Board. | 

Actually, sales volume in the big 
| stores only held even with the pre- 

ceding week’s volume at an index 
| figure of 111. But a sizable drop in 
Sales in the 1952 week helped pro- 
_duce a good comparison. 
| The big merchants held up their | 
sales largely through special sea-| 
sonal promotions, and in spite of 
the depressing influence of ex-| 
treme hot weather. A contributing 
\factor, also, was Father’s Day, 
which did not fall within the cor-_ 
responding 1952 week. 
| The Federal Reserve Board also 
reported on May sales, which were 
| 1% above those of a year ago. This 


Show 13% Gain 


was not adjusted for the fact that 
May of this year had one less 


shopping day than May, 1952. For) : 


the first five months of 1953, sales | 
were up 3% over last year. 


% Change from 52 

Week 

Jan.- 

Federal Reserve May June June) 
District, Area, and City 13 20 


UNITED STATES ............ 3 r—3 13 
Boston District ................. 2 5 12 
Metropolitan Area 
Lowell-Lawrence ...... 9 15 13 
Cities 
Downtown Boston ..... 1 —7 7 
Springfield  .......ccccceeee 1 —6 19 
PLOVIGENCE  .0...0..cceseee000 oo —8 13 
New York District... .. -—1 —5 10 
Metropolitan Areas 
TINT dsciescctectevenescenesesins 3 -—2 23 
Rochester 6 —3 13 
Syracuse 7 ri 23 
Cities 
PO IE sidcatesiviessedesccce —4 r—6 7 
IIIS -. sedtsnseashdigheasteactoee 2 r—7 10 
Philadelphia District 3 r—2 9 


In St. Louis 


it's 


easy as 


When You Get the 
POST’ 


OVER 470,000 SUNDAY, 


Audit Bureau of Circulation figures for 
the six-month period ending March 31, 1953 
show Sunday circulation of 472,559 

and daily circulation of 402,596, 
the highest in history for the 


IS POST-DISPATCH 


the medium which gives you the 
most thorough and economical 


ST. LOU 


OVER 400,000 DAILY 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


Chicago 
Tribune Tower 
E. M. ROSCHER, Manager 


Florida 
311 Lincoln Road, Miami Beach, Fla. 
THE LEONARD CO. 


coverage of the St. 


Louis market 


thing 
i Tra \ iiaia. 
ggiizit: 
rai! 


PACIFIC COAST 
WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St., 5 


Los An 


520 W. Seventh St, 14 


Seattle 
603 Stewart St., 1 


Portland 
520 S. W. 6th Ave., 4 
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DEPARTMENT STORE 
~ SALES INDEX 


1947-49 equals 100 


Week to June 20, ’53*p111 
Week to June 21, ’52*..98 
Week to June 13, ’53*..112 
Week to June 14, ’52*..116 
Week to June 6, °53*..118 
Week to June 7, ’52*..111 


*Not seasonally adusted. 
pPreliminary. 


City 
Philadelphia ................ 1 —5 9 
Cleveland District .......... —3 16 


Metropolitan Areas 


a ae 3 -—9 10 
Cincinnati 7 1 14 
Columbus 7 1 18 
: ae 4 —10 10 
| Ee aS 4 6 19 
Cities 
Cleveland 1 —7 9 
Pittsburgh 1 —2 10 
Richmond District .......... 3 r—13 0 
Metropolitan Areas 
Washington... 0—12 —2 
Downtown Washing- 

EES re —4 —15 —4 
MII Diaicccthidacnrcbieiss 1 —1l11 1 
IID sacsstcenitcoscesavecs 2 —14 3 

Atlanta District .............. 5 —8 ll 
Metropolitan Areas 
Birmingham _ ............... 3-7 ° 
Jacksonvill€ ......ccccccee 0 —30 0 
BIE « ccinnsinaruiniiaciasigsestase 6 —4 15 
PO RS ee 3 —1l11 7 
III” Dsinsettestitcttnnniceteses 0 —22 bd 
New Orleans ................ 7 -—8 26 
CO Ee 8 —4 0 
Chicago District .............. 5 r—3 16 
Metropolitan Areas 
NE cdc dtenciteateninisecsce 1 —8 14 
Indianapolis. ............0..... 5 —3 18 
Sa 10 3 17 
Milwaukee ...........0..0.0. 1 —10 10 
St. Louis District ............ 2 ——4 19 
Metropolitan Areas 
EAMCURO FROG sisscccincecsceceese 1 —2 22 
Louisville 4 —3 6 
St. Louis 5 —6 24 
Memphis 4 —4 6 
Minneapolis District ...... 1 —4 15 
Metropolitan Areas 
Minneapolis-St. Paul.. 1 —4 14 
Minneapolis City ...... 1 —5 18 
St. Paul City ............... 3 -—3 7 
Cities 
Duluth-Superior ........ 1 4 30 
Kansas City District ...... 2 1 19 
Metropolitan Areas 
BITE sibatcintiblcsivtccrasseece 2 —2 17 
Ere 3 9 21 
NEED \- piinivetlidaculsceitsess 3 8 15 
ee ae | 18 
Oklahoma City ............ 1 —3 12 
UE < sie ttsicinsdlbiidanteianissiasteis 5 0 31 
City 
Kansas City 7 19 
Dallas District 4 —4 13 
Metropolitan Areas 
MINE > siennchncinsiscstectadaideresss 4 2 19 
El Paso aabapeuiennseneane 7 —9 16 
PTE WOT ccccscccoccccccteess —1 —9 13 
SII dattinstaccienschchossenias 8 —T7 12 
San Antonio... 1 —11 2 
San Francisco District .. 4 r—4 19 
Metropolitan Areas 
Los Angeles .......ccc00 3 —5 23 
Downtown Los Ange- 

DD “ahgubiisabnisialdccentepenthe —2 —4 10 

Westside Los Ange- 

a ee + —3 24 
RR OE elie —3 —10 8 
San Francisco-Oak- 

I iiiiesiisnsastcitabiienase 4 —8 18 

San Francisco City 3 —14 9 

Oakland City ............ q 1 32 
POT AT  cccecccicccceses 7 —5 9 
Salt Lake City ... 6 —9 22 
ae 5 —5 16 
ID -hstarctncorsininivemenvesp 6 —13 ll 

rRevised. 


*Data not available. 


WTIC Appoints Christal 


WTIC, Hartford, Conn., 50,000- 
watt radio outlet, has appointed 
Henry I. Christal Co., New York, 
to represent it nationally. Weed & 
Co. previously represented the sta- 
tion. Christal has opened two new 
branch offices, one in Detroit in 
the Book Bldg., headed by Joseph 
Spaeda, formerly with CBS Radio; 
the other in Boston, 581 Boylston 
St., headed by Richard Charlton, 
previously with George P. Holling- 
bery Co. 


Village Appoints Berend 

Old Sturbridge Village, Mass., 
reconstructed village reproducing 
the atmosphere of 1790 and later 
New England, has appointed Frank 
|H. Berend & Associates, New York, 
| for a special promotion and public 
relations campaign to attract addi- 
tional tourists to the historic site. 


CBS Radio Boosts Salberg 


Murry Salberg, with the depart- 
ment since 1948, has been pro- 


moted to program promotion man- 
|ager for CBS Radio, New York. 


Advertising Age, July 6, 1953 
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Seagram Seabreeze 
Baffles N. Y. Barmen 
(It's Gin & Tonic) 


(Continued from Page 1) 
their lines and completed the first 
transcontinental railway. 

The Golden Spike, and the am- 
ber-colored plastic stirrer which 
went with it, excited a lot of com- 
ment. But few if any Golden 
Spikes are passed over bars these 
days. Gin never replaced whisky 
as an Old Fashioned base. 

According to AA’s research (and 
our reporters loved doing it), 
when a bartender is asked for a 
Seabreeze he knits his eyebrows 
and says, “Whathehell is that?” 


# In the Nifty ’50s, the bartend- 
ers were interested—‘Any new 
drink can be good,” said one ma- 
hogany philosopher. At the Third 


Avenoo watering-places, the bar- 
keeps’ reaction was somewhat less 
professional. | 

“Them silly jerks,’ snorted a| 
dour and beefy barman, “are al-| 
ways inventing new names for old | 
drinks.” 

But in a couple of dozen calls at 
bars in the midtown section, not 
one bartender or waiter was able 
to identify a Seabreeze as a gin 


and tonic made with Seagram’s 
gin. 

It can hardly be laid to lack of 
advertising. In April, Seagram 
announced a May-to-September 
drive for Ancient Bottle gin in 
nine national magazines, 120 news- 
papers and 38 business publica- 
tions. 

The Bartender at Billy Reed’s 
little club said, “Whaaat?” 


w# It cannot be laid to lack of pro- 
motion. In the June Harper’s Ba- 
zaar, a four-page section carried 
the Seabreeze story, a Seagram ad 
followed by advertisements from 
Smart Miss, a suit manufacturer, 
Jean D’Or dresses, and Terris 
lingerie. 

“Must be a specialty of some 
other restaurant,’ a bartender at 
the Hob Nob, on E. 41st St., sur- 
mised. 

It cannot be laid to lack of mer- 
chandising. Arnold Constable had 
a display in its windows on May 
27, with bottles of Ancient Bottle 
gin and fashions in its windows. 
There was a fashion show in the 
Waldorf of Seabreeze fashions, and 
a later one on Traverse Island. A 
Fox Movietone newsreel on Sea- 
breeze fashions was released June 
1, featuring fashions shown at the 
Shamrock Hotel in Houston. 

When Seagram pulled in the 


National Nielsen Ranking of Radio Shows 
Week of May 17-23, 1953 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,059) 
1 eek TE SD CRMOT TEIN, TEMIIED ssntinesssccecsnetvossuccsssnsncensasenososoossatosers 4,565 
| People Are Funny (Mars, CBS) .......c.csccsssesesesseeceeeesensnerseeeseseneeeesenseesnes 3,625 
3 Charlie McCarthy Show (Hudnut, CBS) ............:ccccccesceseeseescnsreeeeceeeteneeees 3,625 
4 Jack Benny (American Tobacco, CBS) .........ccccccccsssseesseseeseeseeseeneeneeaeenes 3,580 
5 Jolnay Dollar (Weighey, COS). cr.cccccssssssssscscscssccsssossssessserevsarssvessssvesnontons 3,446 
6 You Bet Your Life (DeSoto-Plymouth, NBC) ..........::cccccccsccsseceeseseeeeneeeeees 3,267 
7 Big Story (American Cig. & Cig., NBC) ........cccccceceseestecseteeeneeeneeeeenes 3,178 
8 Great Gildersleeve (Kraft Foods, NBC) .............cccccccccccecceseessssseneeesseeeeeenes 3,178 
9 Godfrey's Talent Scouts (Lever-Liptom, CBS) ...........ccccccssssesseerseeeeeeesenees 3,178 
10 Ames ‘n’ Andy (Renal, CBS) ......ccscorscsrssscrscscescrossrerssscescsscessncsecseseersecoe sees 3,178 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,119) 
1 News of the World (Miles Laboratories, NBC) ...........0...0c.cccccceeeeseeeee ee 2,148 
2 One Man’s Family (Miles Laboratories, NBC) ...........:ccccccscseeeeeneeeeneenee 2,059 
3 Lone Ranger (General Mills, ABC) .......:cccceccsesseerseenensesessnenseetsensensnens 1,835 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,522) 
1 Our Gal, Sunday (Whitehall, CBS) 20.0.0... cseeeteeeeeeeneeeesneeacenens 2,775 
2 Romance of Helen Trent (Whitehall, CBS) .............cccccsscesesessesesessteneeerene 2,775 
3 Arthur Godfrey (Liggett & Myers, CBS) 0... cccsesescsereeesesensnenseeensenees 2,685 
4 Arthur Godfrey (Nabisco, CBS) ........ccccccccesseenseneeeeeerseneeaseeseeeneenesenees 2,596 
5 Arthur Godfrey (Toni, CBS) ........sccsscssorsssesccsscssrssssssssscssessscensesosssnsesees 2,596 
6 Guiding Light (P&G, MND eenssavndectscceousndesrevepseteeseecaconotsiusstinnrivevtadeaterenteees 2,551 
7 a SN a I ai ceadicwecanindninebsdadvscbesisspslagssseovnssidsvmootstubeoasenubevtan 2,506 
8 Perry Mason (P&G, CBS) ..........ccsssesesesesessscersnsnscnssnsnsnsesssesesesesnsssnenenes 2,417 
9 Arthur Godfrey (Pillsbury, CBS) .........ccccccsccseesesseseeeenereteeesenseaeensreeeeesenes 2,372 
10 Datel GE Eile CFG, Gi) cxinseccisivcsscsccesscscsiesssoccessnsvesesconssssseneiseessescsensesiors 2,372 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 806) 
1 True Detective Mysteries (Motorola, MBS) ........cccccccccseseeeeeeeseeseeeenteneeee 1,566 
2 Thi Sia CUI, IUD wis icetectisssvescoscscsciseysesscssnssisicessenssesonveaneanetane 1,477 
3 World Music Festivals (Willys-Overland, CBS) ..........ccccccccceesseeseeceeeeeneeee 1,208 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,343) 
1 Theater of Today (Armstrong, CBS) .......cccsssessesesensessnensssrsnsesensrsnssranens 2,641 
2 Stars Over Hollywood (Carnation, CBS) ......ccccscsesesssererseseneesstsenenens 2,596 
3 Ben Por All Crank, COB) ccccoscccssssersscssecssessescsessssessecosecsssniesasssessesteonsenssnsnenoes 2,014 


*The percentage of homes reached (“Nielsen-Rating”’) may be determined by compar- 
ing the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total 


U. S. radio homes. 


ARB Multi-City TV Ratings 
Week of June 1-7, 1953 


American Research Bureau 


Program Rating 

a a Love Lucy (Philip Morris, CBS) ....70.6 
2 Dragnet (Liggett & Myers, NBC) ..52.1 
3 You Bet Your Life (DeSoto- 

Plymouth, NBC) ......c-ccceeseereseees 49.3 
4 Godfrey's Talent Scouts (Lever- 

Lipton, CBS) .......cscssecserereerereeee 47.3 
5 Godfrey & Friends (Several 

sponsors, CBS) ..........ssesseserees 47.1 
6 What's My Line (Jules Mon- 

IE, GID csscosssescosnnsicowsteveoinvasy 45.7 
7 Colgate Comedy Hour (NBC) ....42.4_ 
8 Our Miss Brooks (General Foods, 

_-_ porenernmromenrerionrenn vonrrwarare 41.3) 
9 Jackie Gleason (Several spon- 

ee oe 37.6 
10 Red Buttons (General Foods, 

CEU: Sicesnieviceioiensesciabaeessbendelabibcnests 37.3 


Rank Program Viewers 
(000) 

1 I Love Lucy (Philip Morris, CBS)..50,100 
2 Colgate Comedy Hour (NBC) ....37,240 
3 Godfrey & Friends (Several 

SONNET, GED). ccccsevereecessscoccnses 31,890 
4 You Bet Your Life (DeSoto- 

Plymouth, NBC)... 31,510 
5 Dragnet (Liggett & Myers, 

DERE  vidhiceietglitininctitaseretibsinnievies ,100 
6 Red Buttons (General Foods, 

SEE, canativantistimennsanvipitirn 27,300 
7 Godfrey's Talent Scouts (Lever- 

Ry GOD gecieicnresersseorsspeies 25,870 
8 Goodyear TV Playhouse 

SEE -ccinsonsisiceenbehisiiieansontededs 24,110 
9 What's My Line (Jules Mon- 

eee 23,830 
10 Your Hit Parade (American 

WOR. FE) setvscvnnnesionssivics 23,370 
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Sun Oil Switches 
Account to R&R 


| PHILADELPHIA, July 1—Sun Oil 
Co. will move its account to Ruth- 
jrauff & Ryan for both Blue Sun- 
|oco gasoline and Sunoco motor 
oils, effective Sept. 1. Sun’s budg- 


AAW’S NEW OFFICERS—Officers of the Advertising Assn. of the West, elected at 
the annual meeting in San Francisco, are (from left) Clair Henderson, A. G. Rippey 
& Co., Denver, senior v.p.; Robert Gros, Pacific Gas & Electric Co., San Francisco, 
president; Mrs. Reata Howard Trombly, Charles F. Berg Inc., Portland, v.p. at large, 
and William O. Kyte, General Electric Appliance Division, Los Angeles, secretary- 
treasurer. Charles Collier will continue as executive v.p. of the association. 


press for its annual announce- 
ment of its Father’s Day ad, at a 
plush luncheon in Manhattan’s 
Park Lane Hotel, a Seagram ex- 
ecutive ordered a Seabreeze, and 
encountered a blank stare from 
the waiter. 

“What’s that?” the confused 
waiter wanted to know. 

On the other hand, if the Sea- 
breeze seems like a very mild 
and mislaid zephyr, it is at least 
worth noting that Seagram is carv- 
ing itself a place in the gin race. 


s Seagram’s Ancient Bottle gin is 
now in third place among all gins. 
It sold about 750,000 cases in 1952 
(Gilbey’s and Gordon’s gins sell 
around 2,000,000 cases each) and 
probably will hit the million-case 
mark in 1953. 

At the same time, Seagram was 
pouring out advertising dollars in 
the gin field, in a way gin makers 
had never spent money. In maga- 
zines, according to Newsweek’s 
survey, Seagram spent $599,494 in 
1952, against Gordon’s $313,802 
and Gilbey’s $258,100. In other 
words, Seagram was pitching as 
much money to hold third place 
as the first and second place-hold- 
ers combined were spending in 
magazines. In newspapers, the fig- 
ures were slightly more in balance. 
Gordon’s spent $448,524, Gilbey’s 
spent $257,697, and Seagram spent 
$271,444. 


# Last year, the tremendous drive 
Seagram put behind gin and ton- 
ic was credited with having lifted 
gin sales out of the general liquor 
slump. It remains to be seen if the 
Seabreeze promotion will do that 
in 1953. 

In the final rounds of the AA 
study, however, two staffers did 
discover places which correctly 
identified the Seabreeze. Said one 
bartender, “Jeez, I have to know, 
lots of Seagram men come in here 
for lunch.” 

Said the second, waving a fist- 
ful of Seagram stirrers, which are 
blue and represent fouled anchors 
to carry out the nautical motif, 
“They did a terrific job on me.” 

If the Seagram brigade eats 
lunch in enough places, they may 
yet make the Seabreeze known to 
the man behind the bar. 


Burvill & Cox Names Cumblad 


Fred Cumblad, formerly direc- 
tor of advertising and sales pro- 
motion for Wagner Printers, Dav- 
enport, Ia., has been named pro- 
duction manager for Burvill & 
Cox, Boston agency. 


Names Liller, Neal & Battle 
Edward P. LeVeen Sales Corp., 


machine-washable woolens, has 
appointed Liller, Neal & Battle, At- 


|New York distributor of Carleton | 


lanta and New York, to handle its | 


advertising and publicity. 


John Poole Gets TV Okay 


John Poole Broadcasting Co., 
Los Angeles, has been granted 


television rights to Channel 46, 
Sacramento. 


7-Month Drive Backs 


Sentinel's ‘54 Line 


(Picture on Page 1) 


EVANSTON, ILL., June 30—Senti- 
nel Radio Corp. today unveiled its 
1954 line of television sets and ra- 
dios and a seven-month advertis- 
ing campaign which will start in 
September. 

The promotion will be launched 
in the Aug. 3 issue of Newsweek, 
and subsequent insertions will ap- 
pear in this publication and in 
American Home, Better Homes & 
Gardens, The Saturday Evening 
Post and Time. 

Dealer aids include mats for 
newspaper ads, mailing pieces, 
signs, display stands, posters and 
radio and TV spots. 


s There is no increase in prices on 
the television set line and in some 
cases there is a reduction. A 17” 
table model TV will retail at $20 
less this year than in the 1953 line. 

“Picture Depth Control,” “Built 
in UHF-VHF Antenna,” “All 
Channel Tuning” and ‘Non-glare 
Safety Glass” are among the slo- 
gans to be featured in the adver- 
tising. Most of the ads will be 
headed by the slogan “The picture 
stays clear and steady!” 

Henry M. Hempstead Co., Chi- 
cago, handles the account. 


Bell System Allowed 
General Rate Boost 
for Teletypewriting 


WASHINGTON, July 1—The Fed- 
eral Communications Commission 
has brushed aside the protests of 
a group of TWX users, and has au- 
thorized Bell System telephone 
companies to introduce a general 
rate increase for teletypewriter 
service. 

A group of about 100 TWX users 
had petitioned the commission to 
suspend proposals involving a 
fixed monthly charge of $10 per 
TWX station, in addition to rate 
increases. 

In approving the increases, FCC 
said Bell System cost studies indi- 
cated that net earnings from TWX 
are inadequate. The TWX users 
aimed their criticism at the $10 
monthly charge. In the past, Bell 
System has merely required a $10 
monthly guarantee of revenue per 
station. 


Thorton to WENS, Pittsburgh 

Pete Thorton, formerly publicity 
director for the Hornets Hockey 
Club, Pittsburgh, has been named 


publicity director for WENS, Pitts- | 


burgh television station which will 
operate on Channel 16, beginning 
in August. 


Avon Promotes Chadwick 
Avon Products Inc., New York 
maker of Avon cosmetics and Per- 
fection household products, has 
promoted Norman C. Chadwick 
from general sales promotion man- 
ager to v.p. in charge of sales pro- 
motion and merchandising. 


et tops $3,000,000 a year. 

Rumors that Sun Oil would 
move its account from Hewitt, Og- 
ilvy, Benson & Mather had made 
the advertising rounds here and 
in New York for several months. 
Storrs Case, advertising manager, 
a month ago categorically denied 
there would be a switch. 

The confirming contracts were 
signed by the oil company here on 
June 29 and mailed that same day 
to R&R in New York. 


s Just what the agency change 
will mean to Sun Oil advertising is 
not known, but ADVERTISING AGE 
was told that, basically, the com- 
pany will continue to use an in- 
formative type of copy. Some 
changes, however, are in the mak- 
ing. 

Ruthrauff & Ryan will be the 
fourth advertising agency for the 
oil company since it first started 
consumer advertising about a 
quarter century ago. That was 
when Sun Oil entered the retail 
gasoline business. Prior to that, 
it had produced lubricating oils 
for garages and industry. 

Its first agency was F. Wallis 
Armstrong Co. here. That associa- 
tion lasted about a year. The next 
agency was Roche, Williams & 
Cunningham (now Roche, Wil- 
liams & Cleary) of Chicago. To 
service Sun Oil, the agency open- 
ed offices here. That marriage 
lasted 15 years through World War 
II. This was the agency that car- 
ried through the company’s fam- 
ous Disney character outdoor ad 
campaign. In the winter of 1948- 
49, the Chicago agency closed its 
Philadelphia office and by mutual 
agreement ceased servicing the ac- 
count. 

Hewitt Ogilvy, Benson & Math- 
er, New York, was then selected 
to handle the account. Its first un- 
dertaking was the company’s big- 
gest campaign in its history to 
introduce New Blue Sunoco, a 
high test gasoline. 


s During the past decade, the 
company has spent a good portion 
of its budget on an expanding out- 
door advertising program. Out- 
door postings now cover all of 
Sun Oil’s marketing area. 

Early in its history, Sun Oil 
undertook commercial radio spon- 
sorship, starting with a musical 
program, and then used Lowell 
Thomas on the NBC network. 

After 15 years, Lowell Thomas 
and Sun Oil parted. However, the 
company still continues its night- 
ly newscasts under the name 
“Three Star Extra.” 


J. WALTER GOLDSTEIN 

Sr. Louis, June 30—J. Walter 
Goldstein, 55, partner in West- 
heimer & Block, St. Louis agency, 
died June 27 following a cerebral 
hemorrhage. 

Known throughout the area as 
“Scoop,” a nickname derived from 
his early days as a sports reporter 
for the St. Louis Post-Dispatch, 
Mr. Goldstein joined the agency 
almost two years ago. Previously, 
he was publicity and advertising 
director for Stix, Baer & Fuller, 
and an executive with Olian Ad- 
vertising Co., St. Louis. 


‘Grit’ Hikes Rates, Guarantee 


Grit, Williamsport, Pa., has is- 
sued a new rate card and new 
guarantee, effective Jan. 1. The 
single page rate will increase from 
$2,750 to $3,000. The circulation 
guarantee will be raised from 
500,000 to 600,000. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


ia hee gi 

GARTER AND BRASS HAT—Tillie Lewis (center), president of Flotill Products, Fresno, 

Cal., dietetic food manufacturer, received the Order of Brass Hats from the St. 

Lovis Advertising Club and the Order of the Purple Garter from the Women’s Ad- 

vertising Club of St. Louis at a joint meeting of the two groups recently. Mrs. Lewis 

accepts the awards from Robert G. Stolz, president of the men’s group, and Jo- 
sephine Hickey, president of the women’s ad club. 


ZION - BRYCE CANYON 


NATIONAL PARKS 


‘ 


af 


TA 


FREE RIDE—William Standerwick Jr. (left), a member of the advertising department 

of National Carbon Co., was pleased to discover that his registration stub at the 

National Industrial Advertisers Assn. meeting was worth two round-trip railroad 

tickets from his home town to any point in the U. S. This bonanza was supplied by 

Modern Railroads and Appliance Manufacturer. Supervising the presentation are 

David Watson, publisher of the two magazines, and Diane McKenna, associate ed- 
itor of Appliance Manufacturer, who drew Mr. Standerwick’s name. 


POLYCHROMATIC—This point of sale piece 
is part of a new campaign to introduce 
Rainier Brewery’s ‘‘polychromatic’ (i.e., 
multi-colored) beer cans. The Seattle brew- 
er is using four-color newspaper ads in its 
Pacific Northwest distribution area to pub- 
licize the new “Jubilee” six-can package. 
Miller & Co., Seattle, is the agency. 


COME ON IN—Instead of a standard reception room, the new cago’s “Miracle Mile” section along Michigan Ave. Designed 
offices of Saunders, Shrout & Associates, Chicago agency, have by Architect Mary Ann Crawford, the new offices are intended 
a lounge area (at rear) where visitors can look down on Chi- to create a “home atmosphere” wherever possible. 


FOR SAFETY’S SAKE—Editor William C. Herbert (third from Commerce and v.p. of the safety council. The award was largely 
left) of Southern Automotive Journal, Atlanta, is shown receiving for a special safety issue of the magazine. Among onlookers are 
the National Safety Counci!’s Public Interest Award for 1952  E. M. Lowery (left), technical editor, and William J. Rooke (right), 
from Robert R. Snodgrass, president of the Atlanta Chamber of president of W. R. C. Smith Publishing Co. 


GOOD HOUSEKEEPERS—The third annual Good Housekeeping garden party in 


su“ 


New York for Hearst Magazines’ ‘‘many friends in the food industry’ attracted (left 
to right) John Ellenbogen and Joseph Lorin, Grey Advertising; Lou Fischer and Rob- 
ert Etienne, Dancer-Fitzgerald-Sample, and Richard Bartholomae, Good Housekeeping. 


! 
; 
{ 
! 


profil ig 


fresh fashion in lighting 


LLIGHTOLIER 


we 


FASHION APPROACH—Ads like this for Lightolier Inc., Jersey City, N. J., will run 

in Architectural Forum, House Beautiful, House & Garden, Interiors, Living for 

Young Homemaker: and Progressive Architecture in a fall campaign. Alfred Aver- 
bach Associates, New York, is the agency for the lamp manufacturer, 


NEW REPRESENTATIVE—George M. Burbach, general manager of KSD and KSD- 

TV, St. Louis, looks pleased as he signs a representative contract with NBC spot 

sales effective Oct. 1. Standing behind him (left to right) are William P. Rogers, 

auditor for the stations; Thomas B. McFadden, director of NBC spot sales, and 

David Pasternak, Edward W. Hamlin and Harold Grams, all of the stations. The St. 
Louis Post-Dispatch stations now are represented by Free & Peters. 
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This Week in Washington. 


The 3-Cent Letter Is on Its Way Out 


By Stanley E. Cohen | 
Washington Editor 

WASHINGTON, July 2—Unless it. 
is to be regarded frankly as a sub- 
sidy to the public, the 3¢ letter is 
doomed. 

Until recently the Post Office 
Department has insisted that the 
3¢ letter was “earning a profit.” 
But this “profit,” if any, was 
mighty thin, and it was achieved 
largely by bookkeeping magic) 
which loads large percentages of 
the department’s overhead onto 
publishers, direct mail advertisers 
and other so-called “business 
mail” classes. 

Last week, Postmaster General 
Arthur Summerfield faced the is- 
sue squarely and told Congress the 
time has arrived for a 4¢ rate on 
out-of-town letters. He pointed 
out that the existing rate has been 
in use since 1932. Meanwhile, the 
department has absorbed tremen- 
dous increases in the rates it pays 
for transportation, wages and 
everything else. 

In proposing a 4¢ rate he expects 
to obtain about $150,000,000 of 
new -evenue which would make 
a substantial dent in the depart- 
ment’s deficits. 

Less than 24 hours after he took 
his position, however, the railroads 
filed a petition with the Interstate 
Commerce Commission which cer- 
tainly puts an end to the myth 
that the 3¢ rate can continue to 
cover the cost of handling mail. 

Their petition involves a 45% 


boost in the transportation costs 
for out-of-town mail. It not only. 
throws the 3¢ rate into the red, | 
but it would sop up just about | 
all the $150,000,000 which Mr.) 
Summerfield anticipates from a. 
4¢ rate. | 


| 

Just a year ago, the Federal 
Communications Commission re- | 
sumed the processing of TV ap-| 
plications after a three-year freeze. | 
Since it is fashionable to record | 
the shortcomings of bureaucracy, | 
it is fair at this time to salute 
FCC’s remarkable achievement | 
during the past year. 

As of June 30, the commission | 
had issued 391 construction per-| 
mits for post-freeze stations, in-| 
cluding 17 to non-commercial edu- 
cational stations. At least 80 post- 
freeze stations are already on the | 
air and the total number of sta- | 
tions in operation—with the 108 
pre-freeze stations—will pass 200 
in the near future. 

Now that the easy ones are out 
of the way, the processing of the 
remaining 650 TV applications will 
be a more cumbersome job. 

But the record of the past year 
must be a source of pride to Paul 
Walker, who was chairman of FCC 
during most of the year. The last 
of the original FCC members, Mr. 
Wolker—now 72 years old—dgoes 
into retirement. His term has ex- 
pired, and he will be replaced 
shortly by a Republican. 


Something new has been added 
at the Federal Trade Commission. 
It’s a new job—“executive assist- 
ant to the chairman, for public af- 
fairs’—and it is presumably a 
part of FTC Chairman Ed How- 
rey’s plan for a reorganized FTC, 
which will emphasize compliance 
with the law rather than punish- 
ment. 

For this new post, Mr. Howrey 
has picked Fitzhugh Green on the 
basis of his broad experience in 
public relations, sales and adver- 
tising. During the past three years, 
Mr. Green has been engaged in 
sales promotion work for Life 
with retail and wholesale groups, 
and with national manufacturers 
and agencies. Previously he was 
with Vick Chemical Co. in sales 
and market planning here and 


abroad. During World War II he 


/spent three years in the Far East 


as a naval officer. 
* e ° 

Except for stainless steel, the 
elimination of the controlled mate- 
rials plan on June 30 had no real 
meaning to consumer goods indus- 
tries. 

Just about every material re- 


_quired for consumer goods is in’ 


good supply. Stainless, however, 
remains critically scarce, and there 
is some apprehension that con- 
sumer goods industries will have 
a serious supply problem unless 
some kind of a rating is restored 
to assure at least a minimum sup- 
ply to small manufacturers. 
Other steel is in ample supply. 
Well over 100,000,000 tons will be 
available for non-defense use in 
1953, compared with 88,200,000 
tons in 1951 and 71,000,000 in 1952. 


The net amount of 


for civilian use, aftcr stockpiling 


‘and military purchasing, will be || 
about the same as 1952. Although | 
that means aluminium will be)! 
touch and go, there should be | 
ample supplies in 1954, when 
aluminum production is to in- 


crease by about 25%. 


| Holahan Joins Mclntyre; 
Moore Heads Research 
| Richard V. Holahan, formerly 


production director of Street &| 


Smith Publications, has joined O. 
|E. McIntyre Inc., New York direct 
|mail company. He will be in 
charge of production at the com- 
pany’s Great Neck, N. Y., plant. 

Lorence E. Moore, Long Island 
plant manager for McIntyre, has 
been promoted to research mana- 
ger, a new post. 


Steckler Joins Bliss Co. 


Arthur H. Steckler, formerly 
with Ray-Hirsch Co., has joined 
the copy staff of Ben B. Bliss Co., 
New York. Mr. Steckler was at one 
time with Reiss Advertising. 


aluminum ! 


| 


DOWN TO EARTH—Leonard Refineries, Al- 
ma, Mich., is introducing its Super X-tane 
gas in Michigan, the only state in which 
it is distributed, offering “aviation octane 
in an automotive gasoline.” Copy also says 
the gas was developed specially for the 
state's climate. Jaqua Co., Grand Rapids, 
is the Leonard agency. 
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' WBBM-TV Switches Channels 


On July 5, WBBM-TV, CBS 
owned-and-operated station in 
, Chicago, changed from Channel 4 
_to Channel 2. The changeover will 
‘necessitate an expenditure of 
about $500,000, which will include 
an addition to the station of a new 
‘antenna and transmitter and an 
'increase in power to 100 kilowatts. 
The courts have still to settle 
‘whether the squabble between 
'CBS and Zenith Radio Corp. over 
!who should get Channel 2 will get 
‘an FCC rehearing (AA, May 25). 


| Represents Congo Edition 

| Pourquoi Pas? Congo, Belgian 
| Congo edition of the Belgian week- 
ly magazine, has named Pan Amer- 
|ican, New York publishers’ repre- 
|sentative, to serve as advertising 
|representative in the U. S. and 
Canada. 


Rabke Joins Cohen Advertising 


Herbert H. Rabke, for 20 years 
comptroller of J. D. Tarcher & Co., 
has joined Harry B. Cohen Adver- 
tising, New York, as assistant to 
the president. 


> PICTURE PLAYHOUSE — 


the television show that gives you 


Fi. big bouncing baby spots—in addition to 
your one-minute commercial—and it costs you 
nothing extra. It’s your “economy buy” 

on TV in Baltimore on PICTURE PLAYHOUSE 


(11:13 p.m. to conclusion) 


Here’s how it works: Besides your regular one-minute 
commercial you also get five extra billboard 
announcements. This means complete sponsor 
identification throughout the entire hour show. Use 
your billboards as you see fit—either to repeat one 
selling message or for multiple product promotion. 


\ WBAL-TV 


Television Baltimore *© NBC in Maryland 


Nationally Represented by Edward Petry & Co 
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TV Nets Harvest 
Bumper Crop of 
Fall Sponsors 


(Continued from Page 1) 
shifts. 

The Ford Foundation’s “Omni- 
bus” returns in October at a late 
time—5 p.m. Three of last sea- 
son’s sponsors—-American Machine 
and Foundry, Scott Paper, and 
Greyhound—will be back. The re- 
maining segment is under option 
to another advertiser. 

This will move Electric Compa- 
nies’ “You Are There” up to 6:30 
p.m.—Ed Murrow’s old time. Next 
will probably come a TV new- 
comer, “Life with Father,” under 
the sponsorship of S. C. Johnson 
& Son (Needham, Louis & Bror- 
by). This time becomes available 
through the shift of Wrigley’s 


SHE MAKES WISCONSIN 


CREAM 


F THE 


MARKETS 


Wisconsin milk production 
exceeds 15 billion pounds a 
year—73% more than any 
other state. Income from 
dairy products alone is more 
than $560,000,000. 

It’s because Wisconsin 
farmers welcome new meth- 
ods and new products—and 
have the cash to put them 
into use—that Wisconsin 
continues its Dairyland su- 
premacy. Their chief source 
of information, of course, is 
the editorial and advertis- 
ing columns of the “Ag’’. 
Use it to deliver your sales 
message to 9 out of 10 of the 
state’s best farm families. 


SERVING 


WISCONSIN 
FARM FAMILIES 


THROUGH 
104 
YEARS 


Write us for 
latest market facts 
of particular 
interest to you. 


WISCONSIN 


griculturist 


AND FARMER 


Dante M. Pierce, Publisher 
Racine, Wisconsin 


Gene Autry show to Tuesdays at. 
8 p.m. 

Two CBS Sunday night adver- 
| tisers have program changes in the 
offing. General Electric is expect- 
ed to cut Fred Waring down to an 
alternate week schedule. GE hopes 
Bing Crosby will be ready to give 
TV a once-a-month whirl. The 
manufacturer will fill the fourth 
week with film dramas. 


| 
| 
} 
| 


s Other sponsors will watch this 
experiment very carefully to see 
how the audience level holds up. 
from week to week with three di- 
vergent program types sharing the 
same time period. 

Bristol-Myers Co. has not selec- 
ted replacements for Alan Young 
and Ken Murray yet. 

There will be no new faces in 
the sponsor’s booth or new shows 
on the screen Monday’ and 
Wednesday nights on CBS. As 
mentioned earlier, Wrigley’s cow- 
boy star is expected to move to 
Tuesdays along with Alcoa’s “See 
It Now,” starring Edward R. Mur- 
row, who is booked for 10:30 p.m. 
“This Is Show Business” returns 
to the sponsored ranks in Septem- 
ber, with Schick and Carter Prod- 
ucts as backers. The time: Tues- 
days at 9 p.m. “Crime Syndicated” 
and “City Hospital” alternated in 
this period for the same sponsors 
last season. 


# Newcomers to the Thursday 
lineup include Ray Milland, pre- 
sented in a situation comedy by 
General Electric, and “Pentagon 
Confidential,” which Philip Mor- 
ris has bought as a replacement 
for “My Little Margie.” 

American Oil Co. will be added 
to the Friday night list of sponsors. 
The show: Mr. Murrow with “per- 
son to person” interviews. Colgate 
has dropped “Mr. & Mrs. North,” 
but the time has been sold to Kool 
for “My Friend Irma,” formerly 
presented by Cavalier. R. J. Reyn- 
olds Tobacco Co., meanwhile, has 
not decided what it will do with 
the time now filled by “Man 
Against Crime.” 

Available on Saturday night on 
CBS is the “Stork Club” (7 p.m.), 
which has been dropped by Ches- 
terfield. Jackie Gleason’s shenani- 
gans, the nucleus of the network’s 
revitalized Saturday night sched- 
ule, is sold out for fall as is all the 
rest of the time through 11 p.m. 


# With two sales months still to 
go, NBC is similarly blessed with 
very little free night time. Nobody 
has yet volunteered to compete 
with CBS’ “I Love Lucy” on Tues- 
day. About one-third of “Your 
Show of Shows,” which next sea- 
son plays three weeks out of four, 
with “All Star Revue” filling the 
fourth, is still unsold. 

At the moment, the network 
closes at 10:30 p.m., EDT, on Sun- 
days, Tuesdays, Wednesdays and 
Thursdays. Mondays at 10:30 p.m. 
is filled by a co-op offering, “Who 
Said That?” 

Additions to the Sunday night 
NBC video schedule in September 
will be Paul Winchell, P&G’s 
choice as Red Skelton’s replace- 
ment, and Loretta Young in a new 
dramatic series for the same spon- 
sor. Mr. Winchell’s old time spot 
on Monday is expected to be re- 
tained by his former sponsor, Spei- 
del Inc., for a program to be an- 
nounced later. 


# Joining the regulars on Tuesday 
night in a few months will be Fred 
Allen, making another TV try this 
time via audience participation, 
with P. Lorrilard Co. as sponsor. 

It is pretty much status quo for 
Wednesdays and Thursdays except 
that the “Scott Music Hall” will 
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two other advertisers—Aluminum 


Newspapers & General and Network 
Supplements Farm Magazines Radio 
st . SR Se $ 324,940 $ 467,754 $1,170,801 $ 
78. Ballantine. & Sons, P. ........ 1,744,917 720,833 
9 SPR ere 1,973,208 8,355 341,606 
Se UE ub akedesdnzasaves 1,484,158 737,727 —— 
91. Aluminum Co. of America .... 44,673 1,249,713 — 
93. Liebmann Breweries Inc. ..... 2,054,746 158,077 oe 
94. Curtis Publishing Co. ........ 1,371,047 156,065 
a ON A yo5as baeees une 855,388 975,122 71,278 
See ME, GO Gecsnevavexnds 1,059,757 1,000,634 110,562 


Changed Rankings of Nine National Advertisers 


When ApvertTisinc AGE published a list in last week’s issue of the top 100 national advertisers 
of 1952 it inadvertantly omitted seven advertisers that should have been included. In the case of 
Co. of America and Gulf Oil Corp.—newspaper adver- 
tising expenditures were omitted. Listed below are the expenditures in the four major 
media for the nine companies; the figure before each company name indicates its proper rank 
in the list of 100 leading advertisers for 1952. 


Network 1952 1951 
Television Total Total 
947,520 $2.911,016 $2,232,090 
2,465,750 1,558,379 
90,133 2,413,302 1,381,215 
154,375 2,376,260 1,435,949 
943,760 2,238,146 1,387,528 
2,212,823 1,809,258 
679,001 2,206,113 1,004,862 
297,752 2,199,540 1,470,403 
2,170,953 1,735,428 


Esther—both through Biow Co.— | 


| 


for “My Hero.” 


Stars” are S.O.S., Benrus and Grif- 
fin (all returnees from last sea- 
son) for.the middle portion; Sam-| 
sonite, Cat’s Paw and Johnson & | 
Johnson alternating on one parti- 
cipation—for the closing half-hour. 
This leaves the first 30 minutes 
and one participation of “Show of 
Shows” to be sold. 


® Fall sales have been rolling into 
ABC thanks to the new personali- 
ties now in the network’s stables. 
The film of the new Danny Tho- 
mas situation comedy had been in 
New York only a few days when 
American Tobacco Co. snapped it 
up. Whether this will be a Lucky 
Strike (BBDO) or Pall Mall (Sul- 
livan, Stauffer, Colwell & Bayles) 
show has not yet been determined. 
There also is a possibility that 
American Tobacco will alternate 
on the Thomas show and back the 
new Ray Bolger program—no au- 
dition film of this is available yet 
—every other week. 

B. B. Pen Co. (Foote, Cone & 
Belding) is completing negotia- 
tions for alternate-week sponsor- | 
ship of “What’s New in Show | 

| 


Business” with George Jessel. This 
15-minute telecast will be aired! 
Sundays at 9:30 p.m., EST. | 


= Other new business in the house | 
for fall: Bristol-Myers and Ar- 
mour as alternate sponsors of 
“Pride of the Family,” with Paul 
Hartman; Duffy-Mott alternate 
weeks, for “Jamie,” a package) 
developed in the “Album” series, | 
and DuPont’s “Cavalcade of) 
America,” which was acquired’) 
from NBC. 

Billings of the DuMont Televi-| 
sion Network currently are run-| 
ning 40% ahead of last year. New. 
business for fall includes Westing- | 
house and a lineup of regional 
sponsors for professional football 
games. Most of last year’s regular 
nighttime sponsors will be back in 
September, but there is still lots 
of room on the schedule. 


‘Markets’ Alters Issue Date 
Consumer Markets, annual mar- 


Evanston, II1., will be issued here- 
after in May instead of Septem- 
ber. The next issue will be in May, 
1954. Also, 


sumer Markets, presenting infor- 
mation on consumer spendable in- 


000 population and over. 


Willson Gets Promotion 
Ken Willson has been advanced 
from general sales manager to ex- 


be presented every week and U. S. 


ecutive v.p. and general manager 


the 1954 Consumer 
Markets will combine the Con-. 
sumer Data Supplement with Con- | 


ket data sourcebook published by | 
Standard Rate & Data Service, 


comes for each U. S. market of 10,-_ 


On Saturday, Dunhill and Lady Boosts Cinderella Raisins 


West Coast Growers & Packers 


will present Ezio Pinza in a new [nec., Fresno, Cal., distributor of 
situation comedy, “I, Bonino.” For | Cinderella 


Dunhill this buy is a replacement! completing plans for a fall and 


seedless raisins, is 


winter promotion for its product. 


Sponsors lined up so far for Sid) Magazines, television and a new 
Caesar, Imogene Coca and “All| Package design will promote a 
— offer of a 32-page Cin- 
derella 


coloring book. Hunter 


|Seott Advertising Agency, Fresno, 
'is the agency. 


| Delaney to Mrs. America Inc. 


Jack Delaney, formerly district 
salesman for Vick Chemical Co. 
in New York, has been appointed 
merchandising director for the 
Mrs. America supermarket mer- 
chandising plan sponsored by Mrs. 
America Inc., New York. The plan 
enables manufacturers to use the 
Mrs. America theme exclusively 
in their fields for advertising, mer- 
chandising and promotion. 


Joins Gooderham & Worts 

A. H. (Tony) Delsener, former- 
ly national supervisor of displays 
for Hiram Walker Inc., has been 
named sales promotion manager 
for Gooderham & Worts Ltd., Peo- 
ria, Ill. Mr. Delsener, responsible 
for promotion in both open and 
monopoly states, will headquarter 
in Detroit. 


‘Coronet’ Rates to Go Up 
7% and Circulation 8.2% 


Coronet will raise its guarantee 
by 8.2% and its advertising rates 
by 7% with the January, 1954, is- 
sue. The guarantee will go from 
2,450,000 to 2,650,000 and the b&w 
page rate from $4,700 to $5,029. 


Joins Inland Daily Press 

The Sentinel-Tribune, Bowling 
Green, O., has been elected to 
membership in the Inland Daily 
Press Assn., Chicago. 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer’s dollar, and won- 
der how you can cut through this 
era of “lazy selling” and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own ‘Marketing Revolu- 
tion” by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


women... 
direct! ... 


Tobacco will give “Martin Kane” | 
a new face and format. Program| 


changes in the Friday night lineup Moore Fabrics to Northrop 


will include a shift to film for, : 

: | e Fabrics Inc., Pawtucket, 
Dennis Day (RCA), and Campbell p thas appointed R. D. North- 
|Soup has given up “Henry Ald- rop Co., Boston, to direct its ad- 
rich” for straight dramatic shows. vertising. 


N. C. 


of the Tobacco Network, Raleigh, 


—— 


KISS 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 
to the Distribution Nightmare 
Plaguing Manufacturers Today 


Get the full story today—no obligation 


Opportuntty Magazine is the pioneer publication serving 
more than 300,000 active independent salesmen and sales- 
ready to sell your 
at their own expense! 
booklet that shows how to build nationwide sales volume 
at low cost. write for full details today on your letterhead. 
Address Dept. A-163. 


OPPORTUNITY 


28 E. Jackson Bivd., Chicago 4, Illinois 


annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits . . . all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next... if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants .. . if yours 
is a new product or service 
backed by big ambitions but 
small capital . . . take a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you’re 
looking for to quick, pin-point, 
48-state distribution at low 
cost ... with assured profitable 
volume in the first years. 


roduct and your service 
‘or free copy, and proof- 
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ett Nowell 


ALL FOR ONE—Ads like this four-color spread will appear in 27 national magazines 

during July and August in ca joint promotion. General Mills, Carnation Co., Wesson 

Oil and the Pineapple Growers Assn. of Hawaii have teamed up to sponsor the 

recipe, which calls for canned pineapple, Carnation milk, Gold Medal flour and a 

salad oil ‘such as Wesson.” Sunday supplements, TV and radio will also be used 
in the $1,000,000 campaign for Betty Crocker’s newest. 


Only 7 of the Top 50 U. S. Corporations 
Put More Than 1% of Sales in Advertising 


Cuicaco, July 1—Advertising , pear to be higher. 
expenditures of the nation’s larg-| Several of the nation’s leading 
est corporations seldom reached corporations have advertising ex- 
as high as 1% of sales during 1952,|penditures that are not measur- 
according to calculations made by able, and these companies do not 
ADVERTISING AGE. (See table on| report such expenditures. Among 


Page 30.) 

Of the 50 largest U.S. corpora- | 
tions, in terms of total 1952 sales— 
as compiled by Standard & Poor’s, 
New York—only seven invested | 
more than 1% of their total sales 
in advertising. They were: 


% Sales 
Adver- Spent 

tising on 
Expendi- Adver- 
tures tising 

Procter & Gamble Co..... $37,544,349 4.5 
General Foods Corp....... 28,331,884 4.042 
Distillers Corp.-Seagrams Ltd. 15,402,655 2.201 
Liggett & Myers Tobacco Co. 12,332,530 2.045 
R. J. Reynolds Tobacco Co... 17,185,694 1.950 
Sears, Roebuck & Co..... 41,822,000 1.426 
American Tobacco Co...... 14,769,670 1.386 


# Advertising expenditure figures 
include money spent in newspa- 
pers, and newspaper supplements, 
as measured by the Bureau of Ad- 
vertising, and money spent in con- 
sumer magazines, farm magazines, 
network radio and network tele- 
vision, as measured by Publishers 
Information Bureau. 

As the table on Page 30 shows, 
expenditures by the large food 
chains seem low, but this is sim- 
ply because so much of their total 
expenditure is for local newspaper 
ads, spot radio and TV, and direct 
mail and store displays. Accurate 
figures on expenditures are not 
available in most cases. 


s One exception in the food chain 
field is the Kroger Co., Cincinnati, 
for which a complete breakdown 
of 1952 advertising expenditure 
figures is available. They were 
given by William J. Sanning, 
Kroger’s director of advertising, 
at the Chicago Tribune’s annual 
distribution and advertising forum 
in May. 

Kroger spent $8,077,000 for ad- 


vertising in 1952, Mr. Sanning 
said, and distributed it as follows: 
Newspapers $5,733,000 
Radio 603,000 
Store Display 531,000 
Special Promotions 522,000 
Television 378,000 
Direct Mail (handbills) 310,000 

This expenditure represents 


85/100 of 1% of Kroger’s total 
sales for 52, Mr. Sanning added. 


@ The oil industry, like the food 
chain field, presents problems in 
getting complete ad expenditure 


figures. Several of the large re- 
finers, like Standard Oil Co. (New | 
Jersey), market regionally, so 
their advertising is concentrated | 
in local newspapers, radio and TV | 
and therefore is not measured by | 
the Bureau of Advertising or Pub-| 
lishers Information Bureau. 

On the other hand, the large 
oil companies that market nation- 
ally also advertise nationally, so 
their ad expenditure figures ap- 


| 


\these companies are Montgomery 
Ward & Co., J. C. Penney Co., An- 
derson, Clayton Co., F. W. Wool- 
worth Co., Creole Petroleum and 
International Paper Co. 


Macfadden Shows 
Duplications for 


9|Nine Magazines 


New York, July 1—Coverage 
and duplication among three types 
of women’s magazines—service, 
store and behavior (romance)— 
are featured in a new study by 
Crossley Inc. for Macfadden Pub- 
lications. 

Titled “Food Store Buying by 
Magazine Families,” the study 
covers 1,000 wage earner and white 
collar families in Indianapolis, Ra- 
cine, Syracuse and Wilmington. 
Magazines covered include Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Home 
Companion; Better Living, Every- 
woman’s, Family Circle and Wo- 
man’s Day. The only behavior 
book mentioned by name is Mac- 
fadden’s True Story. 

The study deals only with house- 
wife readership and coverage “be- 
cause, with few exceptions, the 
housewife is the purchasing agent 
in charge of food store buying.” 


Staley Pushes Refund Offer 


For the third consecutive year, 
A. E. Staley Mfg. Co., Decatur, 
Ill., is promoting during July an 
offer to refund the purchase price 
on two quart bottles of Sta-Flo 
liquid starch. Ads will run in 
Parade, This Week Magazine and 
105 daily newspapers. In addition, 
an ad will run in the July Good 
Housekeeping. The purchase price 
is refunded by the company up- 
on receipt of the labels. The Chi- 
cago office of Ruthrauff & Ryan 
is handling the campaign. 


Pharmaceutical Adclub Elects 


M. M. Dalbey, Irwin, Neisler & 
Co., Decatur, Ill., has been elected 
president of the Midwest Pharma- 
ceutical Advertising Club. Other 
officers elected are R. Blayne Mc- 
Curry, Abbott Laboratories, North 
Chicago, Ill., v.p.; John L. Scott, 
G. D. Searle & Co., Skokie, IIL, 
secretary, and Edward L. Miles, 


Ames Co., Elkhart, Ind., treasur-; 


Burr Joins Clark & Bobertz 


T. Larremore Burr, formerly ad- 


vertising and _ sales’ promotion 
manager for Superior Separator 
|Co., Hopkins, Minn., has been 


named an assistant account execu- 
tive with Clark & Bobertz, De- 
troit agency. 


Last Minute News Flashes | 


| Contour Chair Account Goes to Olian Advertising 


St. Louis, July 3—-Contour Chair Lounge Co. has appointed Olian | 
Advertising Co. to handle advertising for Contour Sales Inc., national | 
sales body for the fu: niture manufacturer. Ruthrauff & Ryan, Chicago, 
has handled the account since last January (AA, Jan. 26). 


Lorette Fabric Gets 2-Month ‘Back to School’ Push 


New York, July 3- Deering, Milliken & Co. will launch a two-month 
|“back to school” promotion for Lorette fabric, kicking off with a color 
| spread in Life, Aug. 3. Color pages will run in 15 other women’s mag-. 
/azines plus trade ad: in three business publications. Amos Parrish &| 
Co. is the agency. 


Haller Pushes C ounty Fair Bourbon in Two States 


| 

| NEw York, July 3- W. Haller Corp., affiliate of Publicker Industries, 
| is breaking a special campaign today on County Fair Bourbon whisky 
| in 43 newspapers in Ohio and West Virginia. Ads will appear once or 
| twice weekly on a variable schedule throughout July in both b&w and 
_two colors ranging from 360 to 1,000 lines. Monroe Greenthal Co. is 
| the agency. 


Waddell to Help Head McGraw-Hill Oil Group 


| New York, July 3--Henry L. Waddell, editor of Factory Management 
& Maintenance since 1950, will become assistant publisher, Aug. 1, of 
/McGraw-Hill Publishing Co.’s recently acquired petroleum publica- 
tions, which include National Petroleum News, Petroleum Processing 
and Platt’s Oilgram Price Service (AA, March 2). Warren C. Platt, 
founder and former owner, is publisher. Matthew J. Murphy, former 
associate editor, will succeed Mr. Waddell as editor. Mr. Waddell 
joined McGraw-Hil! in 1946. Before that he was news editor of the 
Buffalo Evening News. 


Poets, Cartoonists Will Write Copy for Cigaret Drive 


New York, July 3—American Tobacco Co. will start a new news- 
paper drive next week pegged to the theme, “It’s all a matter of taste.” 
Ads—825 and 1,440 lines—will run in 125 dailies in 69 cities. Copy will 
be written by people like Bill Corum, sports columnist; Ogden Nash, 
poet, and Rube Goldberg, cartoonist. Batten, Barton, Durstine & Osborn 
is the agency. 


Robertson Leaves Colgate-Palmolive-Peet 


JERSEY City, N. J., July 3—Ralph Robertson has resigned as assistant 
advertising manager and director of media for Colgate-Palmolive-Peet 
Co., effective Aug. 1. His resignation came a few days after that of 
Leslie T. Harris, radio-TV director of the company, who was suc- 
ceeded by George T. La Boda, formerly in charge of advertising re- 
search for Colgate. No successor has been announced for Mr. Robertson. 


Quality Importers Buys DuMont ‘Dotty Mack Show’ 


New York, July 3—Quality Importers will sponsor the “Dotty Mack 
Show” over DuMont starting July 7 at 9 p.m., EDT. Time for Welch’s 
wine was bought through Monroe Greenthal Co. 


Antell Account Now Too Big for House Agency 


New York, July 3—Charles Antell Inc., Baltimore, has fired about 
half of the 20 people in its house agency, T. A. A. Inc., here and is con- 
sidering perhaps six agencies to handle its products henceforth. T. A. A. 
was too small to handle an advertising budget of $5,000,000, said 
Charles D. Kasher, president of Antell, which puts out five products, 
including Formula No. 9. It will shortly bring out several new prod- 
ucts. Mr. Kasher said the ad budget will probably be divided among 
several agencies. 


Ryan Named Ad Director for Hillman Periodicals 


New York, July 3—Michael J. Ryan, with the company for the 
past six years, has been promoted to advertising director of Hillman 
Periodicals Inc. (Hillman Romance Group, Hillman Women’s Group, 
Movieland, People Today). 


NBC-TV Weekend Rate Down; Other Late News 


e NBC-TV has dropped its afternoon weekend rates 25%. Effective 
Sept. 1, Saturday and Sunday, 1-5 p.m., NYT, previously Class A, will 
be reclassified as Class B rates or 75% of the Class A nighttime rate. 
This move follows a similar one by CBS-TV this spring, which took 
Saturday afternoon out of the Class A bracket and switched 1 to 2 p.m. 
to Class C and 2 to 6 p.m. to Class B. CBS-TV’s Sunday afternoon is 
still priced at nighttime rates. 


e@ Vernon, R. Spitaleri has resigned as manager of the mechanical de- 
partment, American Newspaper Publishers Assn., New York, to be- 
come research consultant of the Knight Newspapers. His headquarters 
will be at the Miami Herald. Until a successor is named, Cranston 
Williams, general manager of ANPA, will be acting manager of the 
association’s mechanical department. 


,@ Wilbur R. Dennis, formerly with Bainbrink Paper Co., has joined 
_the New York sales department of Ladies’ Home Journal. 


e@ Garrett Livingston of the Chicago office has been named advertising 
manager of Mechanix Illustrated. He succeeds Jack Bryner, who re- 
| signed to join Collier’s Detroit office. 


e Lever Bros. Co., New York, is conducting a sampling operation 
for Surf, offering consumers two individually wrapped packets of the 
detergent—enough for two washes. A “memo” from the company ex- 
plains that the housewife will convince herself on the second washing 
that what happened to her clothes the first time was no accident. Cou- 
pons dealing with the “pair and a spare” Cannon nylon promotion now 
in progress are also enclosed in the sample. 

! 

e John A. (Jack) Dunn, assistant advertising manager for the com- 
mercial cooking division of Hotpoint Co., Chicago, has been named 
creative director of the advertising division of W. E. Long Co., bakery 
management and advertising organization with headquarters in Chica- 
go. 


tives of Everling Associates, Philadelphia agency, have merged with 
Richard A. Foley Advertising Agency, Philadelphia. Everling clients 
‘will continue to be serviced through the Foley agency. 


e Frank J. Corkery, Alice L. Mooney and Lester J. Harmon, execu-— 


Lilly Injunction 
Upheld in Appeal 
by Schwegmann 


New OR.EAns, July 1—The U. S. 
fifth circuit court of appeals to- 
day upheld an injunction restrain- 
ing Schwegmann Bros. Giant Super 
Markets from selling certain drug 
products at prices lower than those 
called for in fair trade contracts. 
It was a 2-to-1 verdict. 

The appeals court opinion was 
handed down in the case brought 
by Eli Lilly & Co., Indianapolis, 
against Schwegmann. 

Schwegmann appealed the fed- 
eral district court injunction last 
April (AA, April 20). Since then, 
a number of other companies have 
been granted injunctions against 
the supermarket operator. 

Schwegmann attorneys argued 
that fair trade price fixing is un- 
constitutional because it imposes 
on non-signing retailers. 


s The majority opinion, written 
by Judge Richard T. Rives, found 
nothing unconstitutional in either 
the Louisiana fair trade law or in 
the McGuire Act, the federal stat- 
ute which permits states to pass 
fair trade laws. 

The court held that the Louisiana 
supreme court had sustained the 
validity of the statute in Pepsodent 
Co. vs. Krauss, and that this deci- 
sion is conclusive. 

Judge Rives also cited an Illi- 
nois case in which Schwegmann’s 
contentions were raised, Old Dear- 
born Distributing Co. vs. Seagram- 
Distillers Corp. The U. S. Supreme 
Court passed on this case, and the 
judge stated the higher court’s de- 
cision there also controls in the 
Schwegmann appeal. He said only 
the higher court can overrule its 
decision in the Old Dearborn case. 


s John Schwegmann and his law- 
yers have already stated they will 
take this case to the U. S. Supreme 
Court and have expressed confi- 
dence they will win as they did 
in a case involving price cutting 
on liquor. It was that decision, won 
in May, 1951, by Schwegmann 
Bros., which put a hole in the 
Miller-Tydings Act, predecessor of 
the McGuire Act. The court then 
contended fair trade agreements 
did not bind non-signers (AA, 
May 28, ’51). 

Judge Rives stated, “We have no 
judicial concern with the economic 
and social wisdom of any feature 
of the law, but solely with its con- 
stitutionality.” 

Judge Louis Strum concurred 
with Judge Rives. Judge Erwin 
R. Holmes wrote a lengthy dis- 
sent. 

Judge Holmes said that the rea- 
soning in the Old Dearborn case 
was predicated on the assumption 
non-signers had consented to 
price-fixing arrangements. 


s “But it would be a _ fabrica- 
tion,” he said, “to assume that the 
/'Schwegmanns have consented to 
the prices fixed by the appellee.” 
He went on to say, “Price-fixing, 
like rate-making, is a legislative 
| function, but no legislature has 
‘fixed any prices in this contro- 
'versy. The federal legislature has 
| taken its hands off of it, and left 
| the states free to act. The Louisi- 
_ana legislature has fixed no prices 
‘as to trademarked commodities, 
‘but has authorized the vendors 
‘and vendees to do it. All of which 
was within the police power of 
the state, but when it dragged in 
every retailer, alive and kicking, 
that had notice of the contract, the 
Louisiana law went too far.” 


Weber, Geiger & Kalat Moves 


Weber, Geiger & Kalat, Dayton, 
_O., agency, has moved to new of- 
‘fices in the American Bldg. 
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GF Setting Up 
Over-all Giant 
Sales Division 


(Continued from Page 3) 


and vacuum pack Maxwell House,! will continue to handle Perkins ' 
'Yuban and Bliss coffees, Maxwell | advertising. 
' House tea, Sanka and Kaffee Hag, | 


‘remains under the supervision of 
J. K. Evans, general manager of 
‘the unit. Mr. McGowan, former 
| general manager of the sales di- 
'vision, takes over the newly cre- 
‘ated post of national sales mana- 
‘ger of the Maxwell House unit, 
‘and C. W. Cook continues as ad- 


Pope has been promoted from ter- vertising manager. 


ritory manager to district mana-_ 
ger in Los Angeles. G. L. Hecken-— 
lively, former Salt Lake City dis-| 
trict manager, becomes Denver 
district manager. W. L. Kater, for- | 
mer Denver district manager, has | 
been appointed personnel and) 
training manager for the com-| 
pany’s western region, with head- | 
quarters in Oakland, Cal. 

The sales division will handle 
all GF products except coffees and 
frozen foods. 


ws The advertising agency setup 
remains unchanged. Benton & 
Bowles, Foote, Cone & Belding 
and Young & Rubicam will con- 
tinue to handle all of the products 
they have been servicing. Baker 
Advertising Agency and McCon- 
nell, Eastman Co. will continue to 
handle GF Canadian advertising. 
Changes in the Birds Eye divi- 
sion have been relatively few. 
Frederick J. Otterbein, former 
general manager of General Foods 
Ltd., Toronto, has been made gen- 
eral manager of Birds Eye divi- 
sion. He succeeds H. M. Chapin, 
who is on sick leave. Leon A. Mil- 
ler, former director of sales and 
advertising, Post Cereal division, 
succeeds Mr. Otterbein in Toronto. 
George Mentley, former sales and 
distribution manager of the Birds 
Eye division, becomes national 
sales manager, succeeding C. D. 
Suydam, who has been named spe- 
cial assistant to the marketing 
manager. John S. Allen continues 
as advertising manager of the di- 
vision, and James P. Delafield re- 
mains as merchandise manager. 


= Maxwell House sales depart- 
ment, which will market instant 


JUST ASK FOR MARIE: 


Call WAlweh 2-8655 


and ask for 


“The decision to organize and op-_ 


erate this separate sales depart- 
ment,” Mr. Evans explained, “is 
in order to match the rapid growth 
of our coffee business with im- 
proved and expanded sales and 
service facilities. It will enable 
the Maxwell House division to of- 
fer better, faster and more indi- 
vidualized service.” 


s Reports that GF was increasing 
its sales staff materially in all 
units were denied by the company. 
As sales expand and new outlets 
are opened, the sales staff will be 
increased, AA was told, but no 
major additions to the sales or- 
ganization are contemplated im- 
mediately. 

Similarly, reports that the com- 


to call on supermarkets exclusive- 
ly were flatly denied. 

Regional managers in the new 
Maxwell House sales unit will be 
Richard C. Eldridge, central re- 
gion; Robert O. Smith, eastern re- 
gion; Clark V. Kizzia, southern re- 
gion, and Clarence E. Christensen, 
western region. Linwood F. Brown 
has been named institutional sales 
manager of the division. All five 


the sales or Maxwell House divi- 
sion. 

All appointments in the division 
became effective July 1. 


s The Walter Baker chocolate and 
cocoa division, which has been 
made a part of the general sales 
unit, will be headed by Clifford R. 
Spiller, former general manager 


| 
| 


# In addition to Kool Aid, Walter 
Baker candy bars in certain re-| 
gions will be marketed through | 
brokers, and brokers’ orders for | 
specific GF products will be serv- | 


pany planned a special sales staff) 


men have previously served with | 


iced by a small brokers sales unit 
in the GF organization, under gen- 
eral supervision of the sales di- 
| vision. 

As previously reported, GF sold 
its Snider condiments unit to 
Hunt Foods Inc. of California 
early this year, and in April it 
sold its interest in Diamond Crys- 
tal Salt to a business group in St. 
Clair, Mich. The giant food com- 
_pany has been shooting new prod- 
_ucts into the market consistently 
\since the end of the war. In the 
last fiscal year, Swans Down gol- 
den cake mix and Birds Eye chick- 
/en ple were introduced, and among 
_the new products introduced since 
the war are Swans Down Devil’s 
food mix, instant cake mix and 
angel food mix, Birds Eye frozen 
/orange_ concentrate, Maxwell 
House instant coffee, Jell-O pud- 
dings and pie filling, and Sugar 
Crisp, Sugar Krinkles and Corn- 
Fetti in the cereal field, and Bak- 
'er’s instant cocoa mix. 


# In the past, GF banked on this 
kind of a sales setup, as of early 
1952: 1,100 retail salesmen divided 
into red and blue forces, who 
called upon the 3,283 wholesale 
grocers who were then GF cus- 
tomers, and the 584 corporate 
chains with which GF did busi- 
/ness, and upon retailers. In addi- 
tion to the retail sales force, there 
were 95 men on institutional sales, 
and the entire personnel of the 
sales department numbered 2,600. 
The salesmen were regarded less 
as salesmen than as merchandising 
men. Because so much of GF’s 
volume went through wholesale 
| grocers, GF could summon a lot of 
|manpower from wholesaler sales 
| forces, and leave its own men 


fF MATIONAL BANK 
OF WASHINGTON 


TESTIMONIAL—National Bank of Washington, Tacoma, has set up a series of out- 
door boards featuring 10’ cutout photos of individuals who are glad they saved 
at that bank. There are eight different photos which are rotated to different outdoor 
locations every two weeks. Merchandising Factors, San Francisco, is the agency. 


of the Franklin Baker division. He |somewhat more free to concen- 
succeeds Howard O. Frye, who|trate on merchandising and pro- 
will serve in an advisory capacity | motion. 


General Foods Attributes Its Growth 
to ‘Effective, Hard-Hitting Marketing’ 


New York, Jure 30—General' of all products. 
Foods, reporting net sales of $701,-| New products introduced last 
000,000 for fiscal 1953, an 11% year contributed $116,500,000 to 
gain over fiscal ’52, credited “ef-| sales, as compared with $76,000,- 
fective, hard-hitting marketing” as | 000 in fiscal ’52, the report added. 
being “indispensable” to the com-| 
pany’s growth. | = New GF products marketed this 
The two main ingredients of | year were Swans Down golden 
GF’s marketing program are (1) | yellow cake mix and Birds Eye 
selling to the grocery trade, and chicken pie. Among the products 
(2) preselling brands to consumers | introduced since the war are 
through advertising and promo- Swans Down devil’s food mix, in- 
tion. | stant cake mix and angel food mix, 
Noting the rise of self-service Birds Eye frozen orange concen- 
stores and the fact that it can no trate, Maxwell House instant cof- 
longer expect grocery clerks to, fee, Jell-O puddings and pie fill- 
help sell GF products to the extent; ing, Post’s Sugar Crisp, Sugar 
they did a few years ago, the com-| Krinkles and Corn-Fetti, and Ba- 
pany said: ker’s 4-in-1 instant cocoa mix. 
“It becomes our job to acquaint; The report emphasized the im- 
the housewife with our brands and portance of profitable operation 
spark her interest to the point and the role of “constant revitali- 
where she will, on her own initia- | zation of the business by adding 
tive, pick them off the grocer’s new and profitable products, im- 
shelves. This is a big job in such | proving the old, and pruning the 
a competitive field as the food | obsolete.” 
business, and _ advertising has | In line with this, GF decided to 
proved to be the best and most ef- unload several companies “whose 
ficient way of doing it. ‘rate of earnings on the funds in- 
vested were below the level con- 
# “Our advertising expenditures sidered adequate for growth.” 
have increased considerably over|These were Diamond Crystal & 
the years, as the accomplishments Colonial Salt, Snider condiments 
expected of advertising have in-|and General Seafoods shrimp. An 
creased. Nevertheless, the cost of | acquisition by GF was Perkins 
advertising on a dollar of sales is Products Co., maker of Kool-Aid, 


for a time pending his planned 
retirement from business. 
Perkins Products Co., Chicago, 
manufacturer of Kool Aid, pow- 
dered soft drink products, which 
GF purchased in May, has been 


made a GF subsidiary. It will con- 


‘tinue to market its products 
through brokers. 
| Warner, Mason Co., Chicago, 


WEBNS makes your sales pitch stick 


Your sales pitch sticks on WBNS because our listeners 
stick to WBNS .. through every rated period . . . through 
local talent and network shows. Proof? WBNS carries 


the top 20 rated programs 


in Central Ohio . . . has more 


listeners than any other station! See John Blair for rates 


and ratings. 


CBS for CENTRAL OHIO 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


@ They worked on three kinds of 
deals—one aimed at helping the 
wholesaler help GF (like a “count 
& recount” deal), or one which 
was a straight dealer promotion 
(perhaps with a premium), or a 
straight consumer deal—like a 
factory-pack, a special price or a 
premium. The wholesale grocer 
benefitted from all three, since 
(except for the chain and insti- 
tutional volume) everything GF 
sold moved through him. 

The big tool of the company’s 
selling was the “assigned product 
campaign,” in which one of the 
two sales forces was put on a 
single product for a given num- 
ber of weeks. This was agreed up- 
on by the operating division and 
the sales department many months 
in advance. A three-week “cov- 
erage” might cost an operating di- 
vision around $135,000 in sales 
time, and in the course of 1951 
'the GF sales department staged 
| 27 assigned product campaigns, 12 
| by the red force, 15 by the blue. 
| In addition, the salesmen fre- 
|/quently were handling “special 
'service jobs,” like a checkup on a 
|product group or building a sim- 
_ple reminder display, along with 
| the assigned product promotions. 


Savage Inc. to Harrington 


Frank L. Savage Inc., New York, 
| has appointed Don Harrington As- 
'sociates, New York, to handle ad- 
|vertising for its Hogg of Hawick 


Scottish cashmere sweaters. Na- 
|tional class magazines will be 


| used. 


WTAM Appoints Stewart 


Bill Stewart, formerly a mem- 
'ber of the sales staff of the tax 
|division of the Research Institute 
_of America, has been added to the 
sales staff of WTAM, Cleveland. 


lower today than it was in pre-war 
years. This lower level has been 
maintained throughout the post- 


| beverage powder for making soft 
drinks at home. The actual trans- 


fer of ownership took place May 
15. 


war period.” 
GF’s annual report for fiscal | 


1953 (the year ended March 31) Jssues Method Manual 

also said the company has spent. Stati : 
$17,000,000 in research aimed RY gg eng ge tly Magy 
developing new products, and im- has issued a new “Ratings Projec- 
proving the usefulness and quality | tor.” 


~ THY SOUTH DEARBORN STREET, CHICAGO 5. 
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- 
Martin-Senour 


Makes Its PR 
Work Pay Off 


(Continued from Page 2) 
grams. The salesman immediately | 
opened a new dealer account in. 
Chico, he said. 

“The company does not leave. 
the impact to chance,” he added, | 
“but constantly reports on publi-. 
city breaks to salesmen, jobbers | 
and dealers. All news clippings 
are routed to the territories in) 
which they were published.” 
® Illustrating how publicity aids 
introduction of new products, Mr. | 
Stuart recounted that the Martin- | 
Senour custom color system was) 
presented to top magazine, news- | 
paper and radio editors at a press. 
party in the Waldorf-Astoria Ho- 
tel. Ensuing publicity speeded in- 
stallation of the company’s “color 
bars” in leading department stores 
throughout the country, he said. 

Major benefits resulting from 
editorial comment on a_ product 
emphasized by the paint company 
executive are: 

1. When newspaper editors play 
up a press release, it indicates that 
the approach has consumer appeal 
and should be considered serious- 
ly in determining advertising and 
merchandising policies. 

2. A news story or broadcast 
presents the statement of a dis- 
interested third party—the editor 
or commentator—not the _ state- 
ment of the company about itself, 
and therefore stimulates word-of- 
mouth advertising. 


a The Martin-Senour public re- 
‘ations program includes close 
liaison with important shelter and 


| 


SAMPLES—These are a few of the p.r.| 
pieces used by Martin-Senour. 


consumer magazines, appearances 
by the company’s color stylist and 
preparation of a slide presenta-| 
tion, “Color Comes of Age,” for 
showings before professional or-| 
ganizations, schools and distribu- 
tors. 

In addition to briefing salesmen 
on response to press releases, the 
public relations agency also ad-| 
vises on phases of the merchandis- | 
ing program and edits an external 
house organ, Martin-Senour’s ma- 
jor means of communication with 
its 6,000 salesmen, jobbers and 
dealers, Mr. Stuart said. 


Salsbury to Dozier Eastman 


Salsbury Corp., maker of auto- 
motive equipment, has appointed 
Dozier Eastman & Co., Los Ange- 
les, to direct its advertising and 
sales promotion. Trade periodicals, 
direct mail and trade shows will 
be used. 


Corwin to Manson-Gold-Miller 


Gerald S. Corwin, formerly an 
executive consultant on sales and 
personnel problems for Great West 
Co., Cheyenne, Wyo., operator of 
KVWO, has joined Manson-Gold- 
Miller, Minneapolis agency. 


Scott Increases Video; 
Crosley Buys ‘Hit Parade’ 


‘original star of the show, will al- 
|ternate with Robert Russell Ben- 
nett in the star spot. J. Walter | 
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York, to handle advertising for|making a “bonus” offer to adver- 
two new beauty products, Placid tisers. Space purchased before 
cream and lotion. Jones will run July 19—closing date for accept- 
tests in midwestern newspapers. ance of subscriber newspapers— 


will be carried at no increase in 
Offers Advertisers Bonus ‘rates until Dec. 31 even if circu- 


Family Weekly, a Sunday sup-| lation is added over and above the 
plement bowing Sept. 13, is| guarantee of 700,000. 


You Cover— j 


Fm 5 3 i 4 QUAD-CITIES g 

WHEN YOU USE THESE NEWSPAPERS! 

Read by 57% of etecir, the Quad-Citians 
o>, 


Scott Paper Co., Chester, Pa., 
will expand the “Scott Music Hall” 
to a weekly schedule as of July 1. 
The program has been presented 
on alternate weeks over NBC-TV 
since October, 1952. Patti Page, the 


Thompson Co. is the agency. : 

The Crosley division of Avco)- 
Mfg. Corp., which has given up a 
Monday night spot on NBC-TV, 
will alternate with Lucky Strike as 
sponsor of the “Hit Parade” on the 
same network when the program 
returns this fall. Time for Crosley | . 
was bought through Benton & z 

| 


| GARTH E. KAUFFMAN, formerly assistant 
Bowles. advertising manager of Jacob Ruppert Brew- 


| ery, has been appointed advertising and | 
Scott Names Wexton Agency | sales promotion manager of Sloane-Dela- | 


Elmer P. Scott Inc., New York! ware Floor Products, Trenton, N. J. Mr. 
manufacturer of plastic draperies, | Kauffman was at one time an account ex- 


shower curtains and _ tablecloths, | ecutive with J. Walter Thompson Co. ROCK ISLAND n a M 0 L | NE ne 


has appointed Wexton Co., New| , 


York, as its first agency. Initial | ; _ ng. i. 
plans include national advertising| Duane Jones Gets Placid ita 


in newspapers, business publica-| Skin Research Inc., New York, 
tions, radio and television. has named Duane Jones Co., New 


He Keads 4 
Ad Age Zefore |) 
Newspaper 


. at home, of course, For Mr. Pensyl says he 
probably wouldn’t get any work done if he at- 
tempted to read Advertising Age at his desk. But 
it would be painting the lily for us to comment 
further on his letter: 


WM. E. PENSYL 
Copy Chief 


KETCHUM, MacLEOD & GROVE, INC. 
Pittsburgh, Penna, 


“If I had Advertising Age delivered to me at 
the office, I probably wouldn’t get any work 
done until I had gone through it from cover to 
cover. I find it that interesting. 


“But on top of that, I’m constantly amazed at 
the quantity of stuff in AA that I clip and route, 
just because it’s basic information about this 
business, or because it suggests ways that we 
can do a better job for someone. In a mood of 
confession, I might tell you that I would con- 
tinue by subscription if you never carried any- 
thing but Mr. Woolf’s pieces.” 


“At home, it’s the one publication that I often 
read before the evening newspaper. Not too 
surprising, I guess, b@cause AA is a darned 


good newspaper. WM. E. PENSYL 


\ f Gilt for you, MVM Sioa | 


Dept. J6, 200 E. Mlinois St., Chieago 11, TL. 


Please enter my l-year subseription to Advertising Age. I am to receive FREE a copy of 
James D. Woolf's “Salesense in Advertising”. 


Note how highly 
Mr. Pensyl prizes 
Jim Woolf’s week- 
ly pieces, SALE- 
SENSE IN AD- 
VERTISING. We Company — 


| 

| 

| 

| 

| 

| 

Tithe. ee 

, | 
have reprinted a collection of the best 
| 

| 

| 

| 

| 

| 

| 
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My name____ a Sa ae 


of them in a handsome handbook—and [) Home Senet 
this book you may have FREE OF C Company § °°" 
CHARGE with your $3 one year sub- 
scription to Advertising Age. Order City 
NOW—before our limited supply of 
the Salesense handbooks is gone. 


eS EE, eee a a 


[) My check for $3 is enclosed. 1 Bill me later. C) Bill my firm. 
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All tennis players wear pants . . . and what’s 


the difference if you add a bit of lace? 
Just this—a promotion idea that 


is truly great . . . produces sensational results. 
Likewise . . . practically every adviser uses advertising 
at the point of sale . . . but of the many displays that go to market, 
only occasional ones are endowed with great selling ideas . . . ideas 


that win a product top attention at the retail outlet. 
When it comes to creating advertising at the point of sale, our 
nationwide organization has produced far more than its share 
of sensational selling ideas. Perhaps it’s because we 
specialize in advertising at the point of sale . 
and are content with nothing but the best. 
Let us show how we can put that extra trimming of 


real sales punch in your advertising at the point of sale. 


WRITE NOW for idea kit of point-of-sale ideas that 
click! Chicago Show Printing Co., 2640 N. Kildare, Chicago 39; 
400 Madison Ave., New York 17. 
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© 1953 Chicago Show Printing Co. Trademark MYSTIK Registered 


* Lithographed displays for indoor and outdoor use 


a * 
¢ Cardboard Displa * Cloth and Kanvet Fiber Bafinere und Pennants » Mystik® Self-Stik Labels 
¢ Animated ah * Mystik® Self-Stik Displays ° Po Truck Signs Hadvertising.. the POINT- OF- SALE 


* Stanzall Outdoor Signs * Mystik® Can and Bottle Holders * Booklets and Folders 
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